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RuppertBeer 
Account Goes to 
Compton—Again 


Brewer Reportedly Set 
Compton Move in ‘56 but 
Suddenly Decided on W&L 


New York, Nov. 22—Jacob Rup- 
pert will move its advertising from 
Warwick & Legler to Compton 
Advertising Feb. 1. 

The agency change is under- 
stood to have been made person- 
ally by Murray Vernon, Ruppert’s 
chairman, who also is the brewer’s 
principal stockholder. 

It will be recalled that early in 
1956, when the Ruppert account, 
which bills about $3,000,000, moved 
out of the Biow Co., it was ap- 
parently scheduled to go to Comp- 
ton. But there was a weekend 
shift, and the account went to 
W&L (AA, Feb. 13, ’56). 


s The advertising ramifications in 
the Ruppert story have been flex- 
ible and varied since World War 
II. Lennen & Newell handled the 
company’s advertising before 1948 
for a number of years. 

Then the Biow Co. took over in 
1948 and revived the name Knick- 
erbocker beer. In 1956 Ruppert’s 
account was either resigned or 
lost after John Toigo, then the 
agency’s exec vp, signed up the 
Jos. Schlitz Brewing Co. for Biow. 
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New Jersey Official 
Okays Premium Use 
by Cigaret Makers 


TRENTON, N.J., Nov. 
right of cigaret manufacturers to 
use premiums in a consumer sales 
promotion has been ruled legal by 
Deputy Attorney General Chris- 
tian Bollerman. 

The ruling was prompted by the 
recent free distribution of soft 
drinks by Philip Morris Inc. and 
cigaret lighters by U. S. Tobacco 
Co. 

The Philip Morris premium was 
part of a nationwide beverage pro- 
motion in connection with Marl- 
boro cigarets, which ran last sum- 
mer. Six-pack cartons of various 
soft drinks were given free with 
the purchase of a carton of Marl- 
boros. The soft drink cost was 
split evenly between the cigaret 
and beverage companies. Philip 
Morris says it may repeat the 
promotion next spring. 


s U. S. Tobacco’s premium con- 
sists of cigaret lighters attached 
to cartons of Encore cigarets. A 
test operation, the promotion start- 
ed six weeks ago in much of the 
state and in two other test mar- 
kets. U. S. Tobacco is financing 
the premium. 

Mr. Bollerman rendered his 
opinion at the request of State 
Treasurer Aaron K. Neeld. He not- 
ed that the Unfair Cigaret Sales 
Act, which was designed to pre- 
vent unfair competition, applied to 
the activities of wholesalers and 
retailers but not to manufac- 


(Continued on Page 97) 


turers. + 


Publishers Protest Proposed Rule to 


Bar Ads by Patent 


WasHINGTON, Nov. 19—Spokes- 
men for bar associations pressed 
today for the adoption by the De- 
partment of Commerce of a rule 
which would prevent the use of 
advertising by attorneys and 
agents who handle patent applica- 
tions. 

During a day-long argument 
over the proposed rule change, 
representatives of organized law- 


Dwight Hits Laws 
Banning Ad Use by 
Occupational Groups 


COLLEGE ParRK, Mpb., Nov. 19— 
William Dwight, president of the 
American Newspaper Publishers 
Assn.,.in a speech here, rapped 
the “increasing tendency on the 
part of government to prohibit, 
restrict and regulate advertising.” 

In a talk dedicating the Univer- 
sity of Maryland journalism build- 
ing last week, Mr. Dwight also de- 
plored the success of some groups 
that seek professional status in 
getting legislative restrictions 
against advertising by individuals 
working in such fields. In this con- 
nection he mentioned dentists, op- 
tometrists and funeral directors. 


= “We all know that lawyers by 
their own codes do not permit ad- 
vertising,” he said. “The same is 
(Continued on Page 101) 


Agents, Lawyers 


yers branded the use of ads as 
“unprofessional” and complained 
that they encourage inventors to 
apply for patents which are of 
questionable value. 

Opposition to the rule came 
from publishing groups, which 
contended that the Commissioner 
of Patents already has ample pow- 
er to discipline patent agents who 
are untrustworthy or incompetent. 

Ralph H. Flynn, publisher of 
Popular Science, noted ads are al- 
ready subject to stringent pre- 
publication censorship, so that they 
are actually “no more than a 
calling card or a professional shin- 
gle.” 


® A brief filed by the American 
Newspaper Publishers Assn. said 
no government agency should ever 
adopt a rule prohibiting truthful 
advertising and that the govern- 
ment should not be used to en- 
force the canons of ethics of the 
bar groups. 

The hearing was called after 
Patents Commissioner Robert C. 
Watson announced he is consider- 
ing a rule which would prohibit 
advertising as “unprofessional con- 
duct.” As the hearing opened, the 
commissioner reported more than 
30 bar groups throughout the 
country, including the American 
Bar Assn. and the American Patent 
Law Assn., have recorded their 
support for the rule change. Also 
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 ~FOLL-COURSE ~ DINRERS 


DREAMSTUFF—This color page plus 
preceding dealer listings in Min- 
neapolis-St. Paul newspapers in- 
troduced Diets of Rochester’s new 
Dream Diet (story on Page 3). 


‘Scary Business’... 


Offbeat Ad Can‘t 
Be Beat—if You 
Dig It: Hockaday 


But, Adwoman Says, 
Beware Day It Palls, 
Seed Catalog Looks Good 


New York, Nov. 20—“Offbeat 
advertising isn’t off the top of the 
head—it must have conviction and 
honesty and a_ well-formulated 
thought behind it to be good,” ac- 
cording to Margaret Hockaday, 
president of Hockaday Associates. 

“However you approach offbeat, 
the only judgment of its context is 
the idea behind it,” she told the 
League of Advertising Agencies 
dinner last night. 

“Offbeat today is a new sort of 
conspicuousness—combined with a 
happy state of ego inflation,” she 
said. Like the working girl who 


Joint Continuing Effort by 
Client-Agency Marketing 
Staffs Noted by Farlow 


New York, Nov. 21—The role of 
the advertising agency is changing. 
The role of the account man in the 
agency has changed. And if some 


change still further—and “adver- 
tising” agency may become passe 
terminology. 

These and other views high- 


B&B's Wilkins Knocks 
‘Relative Conviction’; 
Boosts ‘Memory’ Test 


New York, Nov. 21—The over- 
all value of “relative conviction” 
testing and motivation research in 
establishing advertising evalua- 
tions was seriously questioned to- 
day by Dr. Arthur H. Wilkins of 
Benton & Bowles. 

Instead, the youthful director of 
creative research for B&B put in 
a plug for “memorability” testing 
as a true measurement of advertis- 
ing effectiveness. 

He told a copy research lunch- 
eon group of the American Mar- 
keting Assn. that failure to clarify 
differences between evaluative 
measurements and motivational 
studies “has produced more empty 
debate and more grief in the rela- 
tions between research people and 
copywriters, account men and cli- 
ents than any other single confu- 
sion.” 

An evaluative measurement is 
an over-all assessment of the ef- 
fectiveness of an ad, while a mo- 
tivational study helps to judge 
whether an ad is good by provid- 
ing facts instead of opinions on 
which to make these judgments, 
Dr. Wilkins explained. 


s He described some of the dif- 
ficulties in assessing the selling 
power of individual ads: 

“Any direct measurement of 
sales effectiveness will be so ob- 
secured by our inability to control 


(Continued on Page 8) 
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agency men have their way, it will | 


Marketing Trend Makes ‘Advertising 
Obsolete Designation, Four A’s Told 


lighted the marketing and account 
management group meetings of the 
eastern conference of the American 
Assn. of Advertising Agencies here 
this week. 
Arthur C. Farlow, vp of J. Wal- 
ter Thompson Co., Chicago, noted 
the importance— 
fromm an agency 
viewpoint— 
of separating the 
planning and ex- 
ecution of mar- 
keting. He com- 
mented that the 
client ha-s 
the problems and 
opportunities in 
marketing, that 
the agency is a 
partner in the 
operation, with responsibility for 
the advertising phase of marketing. 
He stressed the non-department 
view of marketing within the 
agency, pointing out that one of the 
marketing man’s responsibilities 
in an account group is inoculation 
with the marketing viewpoint. 
The key man, in Mr. Farlow’s 
view, is the account supervisor, 
whose job it is to see that the 
marketing talent of the agency is 
successfully employed. 


Arthur C. Farlow 


s Mr. Farlow believes, however, 
that “we may see the gradual dis- 
appearance of advertising and 
sales departments as such” (he 
carefully emphasized that sales 
forces will still be around) and 
the emergence of client-agency 
marketing teams. Already, he re- 
ported, annual “established day” 
(Continued on Page 100) 


Four Marketing 


Men Leave Pabst 


in Economy Drive 


Cutbacks Expected to 
Affect Ad Expenditures; 
More Personnel Cuts Due 


Philadelphia, earlier this year. 


and promotion of Fram products. 


Last Minute News Flashes 


WBAL Takes Baltimore Ad Tax to Court 


Ba.trmore, Nov. 22—Baltimore stations WBAL and WBAL-TV will 
institute suit in circuit court Nov. 25, seeking to have both advertising 
tax ordinances passed by the city council declared invalid (see earlier 
story on Page 3). D. L. Provost, vp of the radio and television division 
of Hearst Corp., said today that the stations’ counsel, Sherbow & Sher- 
bow, is instructed to carry the proceedings “through all legal channels.” 


Dowd. Redfield Acquires Pretty Feet Account 


New York, Nov. 22—Dunbar Laboratories, division of Chemway | Y€@rs, told AA that he hopes to 
Corp., which recently acquired the rights to Pretty Feet cosmetic | 
lotion, has named Dowd, Redfield & Johnstone to handle national and 
local advertising. A cosmetic designed for removal of dry skin from 
feet, hands and elbows, Pretty Feet was introduced by Pretty Feet Inc., 


Fram Names McCann-Erickson’s Marschalk Uni! 

New York, Nov. 22—Fram Corp., Providence, R. L., 
of air, fuel, oil and water filters, reportedly the largest supplier of 
equipment filters for the automotive industry, has moved its account, 
resigned by VanSant, Dugdale & Co., Baltimore (AA, Nov. 11), to the 
Marschalk & Pratt division of McCann-Erickson for all advertising 


(Additional News Flashes on Page 101) 


manufacturer 


CuicaGo, Nov. 22—Following on 
the heels of the departure of Mar- 
shall Lachner as president of Pabst 
Brewing Co. (AA, Oct. 28), four 
key members of the brewer’s mar- 
keting team have either resigned 
or been fired as part of a hefty 
economy drive. 

O. Dean Wittenberg, merchan- 
dising manager, has resigned ef- 
fective Dec. 1. Mr. Wittenberg, 
who has been with Pabst for six 


stay in either the food or adver- 
| tising field, but he has not yet 
relocated. 

L. L. (Larry) Moore, brand 
manager for Pabst sparkling bev- 
erages and Hoffman beverages; 
Robert K. Rogers, brand manager 
for Pabst Blue Ribbon, and Keith 
Dresser, who headed up special 
promotional activities in the Chi- 
cago area, already have left the 
company. Three or four other per- 
sons in the merchandising depart- 


(Continued on Page 8) 
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‘No Hope for Ford or Chevy’... 


Plymouth’s Hope: 


Closer Association 


of Bob Hope With Brand, Says Minor 


Hope Can Appear for 
Sullivan if He Doesn’t 
Boost Mercury, He Says 


New York, Nov. 21—Can a tel- 
evision star who was selling Chev- 
rolets in May sell Plymouths in 
November? 

Does this kind of fickleness on 
the part of a performer undermine 
any potential influence his en- 
dorsement might have on buyers? 

These were the kinds of ques- 
tions that came to mind when 
NBC-TV announced that Plymouth 
would sponsor a one-hour “Bob 
Hope Show” Nov. 24. For the last 
two seasons, ending in May of 
this year, Mr. Hope was presented 
on tv by Chevrolet. 

“A lot of people are switching 
from Chevrolet to Plymouth be- 
sides Mr. Hope,” Jack Minor, vp 
in charge of sales for Plymouth, 
said when ADVERTISING AGE called 
to discuss his latest television buy. 

In a more serious vein, Mr. Mi- 
nor admitted that Plymouth had 
considered the problems involved 
in buying a star who had so re- 
cently been associated with a com- 
petitor. But it was decided that the 
positive factors far outweighed the 
negatives ones. 


# Mr. Minor emphasized that he 
considers the star’s association 
with the product a very important 
plus in tv sponsorship, as evi- 
denced by his handling of Law- 
rence Welk when he brought the 
orchestra leader to tv for Dodge. 

“However, I don’t think Mr. 
Hope had that kind of association 
with Chevrolet,” Mr. Minor con- 
tinued. “In fact, there was so 
much publicity about his Timex 
deal that most people probably 
think that was his last sponsor.” 

The film show Plymouth bought 
was to have been aired Nov. 7 for 
Timex, but that company canceled 


when the comedian appeared as a 
guest on the Bulova co-sponsored 
Frank Sinatra show on ABC. NBC, 
| which owned a part of Bob Hope 
Enterprises, tried without success 
to persuade Timex to stay. 

Before Plymouth decided to pick 

(Continued on Page 102) 


Anheuser-Busch 
Reportedly Leads 
Schlitz in Sales 


Cuicaco, Nov. 20—As the brew- 
ing industry’s annual sales derby 
moved into the stretch, Anheuser- 
Busch appeared to be running 
slightly ahead of its strongest com- 
petitor and the 1956 sales champi- 
on, Jos. Schlitz Brewing Co. 

Although both brewers declined 
to comment on sales or production 
figures, reliable industry sources 
estimated that Anheuser-Busch 
was nearly 50,000 bbls. ahead of 
Schlitz as of Nov. 1. 

In a nine-month statement to 
stockholders, Anheuser-Busch an- 
nounced that sales were 4% higher 
this year than for the same period 
in 1956. The company also pre- 
dicted a good October barrelage 
total in the same report. 


s Meanwhile, official California 
sales figures for the first eight 
months this year disclosed that An- 
heuser-Busch was running ahead 
of Schlitz in that state, with a 
cumulative sales total of 394,567 
bbls. as compared with 365,505 
bbls. for Schlitz. 

An inspection of official sales 
records in Wisconsin further re- 
vealed that Schlitz production in 
that state for the first nine months 
this year is below that in 1956. 
Schlitz produced 3,820,668 bbls. 
through September this year, com- 
pared with 3,841,612 bbls. in the 
comparable period last year. # 


Automated Selling 


Will Bring More 


Reliance on Newspapers, Says Young 


Medium Has Greater 
Flexibility Than TV, 
Says Pioneer Adman 


New York, Nov. 19—Automation 
in selling, or more extensive and 
intensive use of self service, will 
be required to move the merchan- 
dise American industry will pro- 
duce over the next seven years, 
John Orr Young, advertising agen- 
cy pioneer, says in the current is- 
sue of “Newsprint Facts,” official 
publication of the Newsprint In- 
formation Committee. 

“Between now and 1965,” says 
Mr. Young, co-founder of Young & 
Rubicam, “we may expect that 
attention will shift increasingly 
from our ability to produce to our 
ability to sell what we are 
equipped to produce. The trend to 
self service will require more in- 
tensive pre-selling in local mar- 
kets. Newspapers, because of their 
proximity, and therefore their in- 
timate relationship to local mar- 
kets, should have particular sig- 
nificance. 

“Despite sporadic readjustments 
in various industries, a $500 bil- 
lion gross national product by 
1965 remains the forecast of qual- 
ified authorities.” 

Pointing out that although tele- 
vision has shown extraordinary 
percentage gains in revenue each 
year since becoming a major ad- 


vertising medium, Mr. Young says 
that “newspapers in six of the 
past eight years have gained more 
actual advertising dollars than 
television. 


s “This would indicate,” he says, 
“the capacity of the newspaper 
medium to grow in an expanding 
economy—even at a time when a 


(Continued on Page 47) 
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BEARING DOWN—Theo. Hamm 

Brewing Co. is using “Good cheer” 

as the theme for its first holiday 

promotion featuring its star sales- 

man. This piece is designed for in- 
store use. 


& 
* 


used this month to promote the 
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CLEAN-UP—Mike Murphy (left), president of National Transitads, 
shows Boston’s Mayor John B. Hynes the car cards which will be 


“Clean Neighborhood” campaign. 


The cards were supplied by Wm. Wrigley Jr. Co., Chicago. 


New York, Nov. 20—Agency 
men and women heard what is 
wrong with radio-tv commercials 
and suggestions as to what could 
be done about them at the Tues- 
day afternoon workshop session of 


Eastern Four A's 


the Four A’s annual eastern con- 
ference. 

Sharpest criticism came from 
the New York Herald Tribune’s 
tv columnist Marie Torre, who was 
interviewed by ABC’s Mike Wal- 
lace. 

Miss Torre said she doesn’t deal 


‘TV Guide’ Readers 
Vote 28-1 Against 
Subscription TV 


PHILADELPHIA, Nov. 22—The 
readers of TV Guide have voted 
28 to 1 against any form of sub- 
scription tv. 

The Nov. 26 issue of the maga- 
zine will report the results of a 
poll of approximately 45,000 of its 
readers, as tabulated by Research 
Inc. TV Guide said, “This is be- 
lieved to be the largest sampling 
of public opinion on the subject 
ever taken in this country.” 

Almost all of the 1,527 who fa- 
vored fee tv said they would in- 
stall it, but only seven out of ten 
of the subscription tv proponents 
were willing to pay for that in- 
stallation. 

Some 1.22% of the people who 
were against. pay tv said they 
would install it if the system were 
adopted, despite their objection. 
A high percentage of the total 
respondents—26.2%—said they 
would object to commercials on 
pay tv even if this lowered the cost 
per show. 


® In an accompanying editorial, 
TV Guide will say: “The poll 
should serve as a signal to the 
FCC and to Congress that perhaps 
there are not as many toll tele- 
| vision enthusiasts as they have 
been led to believe. And with more 
} than 40,000,000 sets in use, it cer- 
j tainly is incumbent upon the 


= | government to consider the desire} | 


of the set owners.” 

TV Guide readers in large cit- 
ies were most favorable towards 
subscription tv. Returns from 15 
of the largest cities showed that 
77 out of every 1,000 favored pay 
tv. The lowest interest in pay tv 
was on the Pacific Coast. Only 17 
of every 1,000 voted yes. 

In Los Angeles, where fran- 
chises for subscription tv have 
been approved, only 3.51% of the 
votes favored subscription tv. # 


Repeat, Repeat Commercials, Sweeney Tells 
Four A's; No, No, No, Says Critic Marie Torre 


with tv commercials in her col- 
umn because “most of them don’t 
warrant criticism.” She added that 
“on the whole they are irritating 
things to take and an insult to the 
intelligence.” 

From this more or less general 
condemnation she exempted the 
tv salesmanship of Alfred Hitch- 
cock, Phil Silvers, Arthur God- 
frey, Jack Benny and Garry Moore. 

Asked to be specific about her 
dislikes in tv selling, the syndi- 
cated columnist reeled off this list 
of specifics: 

1. The commercials wherein a 
man and a woman or a group of 
people go into ecstasy after taking 
a puff of their cigarets. 

2. The deodorant or permanent 
wave commercials that try to get 


(Continued on Page 102) 


Steele Says New Quiz 
Omitting Publication 
Names Will Be Mailed 


New York, Nov. 20—The so- 
called penetration study of news, 
general and business magazines 
sponsored by the research work- 
shop of the Sales Executives Club 
of New York, that has been in 
the works since last summer and 


Last 3 seconds in 
the life of an 
otherwise smart man == 


Cress ot the 


SAFETY DRIVE—New York media 
have indicated they will contribute 
$2,750,000 of space and time to pro- 
mote a year-long safety campaign 
starting Nov. 18 with this kick-off 
newspaper ad. McCann-Erickson 
and its pr affiliate, Communica- 
tions Counselors, are the volunteer 
agencies. é 


Drop Cases Against 
Pepsi, Coca-Cola, 
Says FTC Examiner 


WaAsHINGTON, Nov. 21—With the 
concurrence of the commission at- 
torney who was responsible for 
presenting the cases, a Federal 
Trade Commission hearing exam- 
iner proposed today to drop 
charges that the nation’s two larg- 
est cola producers bought time on 
tv networks in order to make free 
time available to big drug and food 
chains. 

The two companies, Pepsi-Cola 
Co., New York, and Coca-Cola 
Bottling Co. of New York, had 
been among several large adver- 
tisers ensnared last year in a series 
of complaints which contended that 
the CBS “supermarketing” plan, 
the NBC “chain lightning” plan 
and the ABC “mass merchandis- 
ing” plan were schemes to evade 
antidiscrimination sections of the 
Robinson-Patman Act. 

In agreeing to drop the cases 
against the cola companies, attor- 
neys for the commission conceded 
they lacked proof. They said no 
important principal was involved 
since another FTC examiner has 
ruled that orders should be issued 
against several other advertisers 
accused of using the same promo- 
tional plans which were the basis 
of the cola complaints (AA, Oct. 
29). 


@ Under these plans, networks 
and stations offer free time to 
chains in exchange for in-store 
display space. Since the display 
space is turned over to a national 
advertiser who buys time at the 
full card rate, Examiner Abner 
Lipscomb ruled last month the 
network actually serves as an in- 
termediary, enabling the advertiser 
to arrange free time for the 
chain. + 


Sales Execs Club Issuing Revised 
Version of Widely Criticized Study 


has been widely criticized, has re- 
cently been revamped and a new 
questionnaire is now ready for 
mailing. 

But details of the revised study, 
with the exception of the ques- 
tionnaire, have been withheld from 
ADVERTISING AGE, largely because 
of an editoriai, “At the Sign of the 
Chisel,” which appeared in the 
Nov. 4 issue of AA, criticizing the 
study as “sheer boondoggling, 
without reason and with mighty 
little value, if any.” 

Shortly after the editorial ap- 
peared, the Sales Executives Club 
was asked whether it cared to 
comment for clarification. ADver- 
TISING AGE was told a letter was 
being drafted. Later it was said 
that no reply would be issued, but 
an appointment was made for a 
reporter to see Edgar A. Steele, 


(Continued on Page 70) 


Include Us Out of 
Ads, John D. Warns 
Chock Full O’Nuts 


New York, Nov. 21—Chock Full 
O’Nuts Corp., which has been sing- 
ing out on radio and tv about “bet- 
ter coffee Rockefeller’s money 
can’t buy,” is rewriting that line— 
by request. 

The revised version of the radio- 
tv jingle, which is being carried in 
four cities, will substitute the word 
“millionaire’s” for “Rockefeller’s.” 

The request for a change, which 
could even be called a demand, 
came from attorneys representing 
John D. Rockefeller Jr. and his 
sons, who warned against the “un- 
authorized, use of the Rockefeller 
name.” # 
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Court Fight 
Planned Against 
Baltimore Tax 


BaLtrmoreE, Nov. 20—William F. 
Sehmick Sr., president of A. S. 
Abell Co., owner of the Baltimore 
Sun and WMAR-TV, has an- 
nounced that his company will 
contest in the courts the validity 
of this city’s recently-enacted 6% 
tax on advertising. 

“We are convinced,” Mr. 
Schmick said, “‘that the advertis- 
ing tax ordinances are discrim- 
inatory and are a direct violation 
of the freedom of the press guar- 
anteed by the U.S. Constitution.” 

The Baltimore News-Post and 
WBAL-TV, and other members of 
the Advertisers Committee, an or- 
ganization formed by local media, 
advertisers, agencies and labor to 
fight the new tax laws, are ex- 
pected to be plaintiffs in the pro- 
posed suit. 


® The legal aspects of the case 
were being examined closely and 
discussed in many quarters here 
this week. Joseph Sherbow, legal 
counsel for the News-Post and 
WBAL-TV, predicted that the ad 
tax ordinances would be declared 
unconstitutional. 

“There is no legal precedent for 


(Continued on Page 46) 


Vending Machine 
May Give Change for 
$1 Bill, Says Fishman 


Cuicaco, Nov. 19—Technical 
and psychological barriers which 
have hampered the automatic 
vending machine business may be 
overcome soon, according to Wil- 
liam S. Fishman, president of the 
National Automatic Merchandis- 
ing Assn. 

Speaking to the Merchandising 
Executives Club of Chicago last 
night, he said the technical prob- 
lem of accepting and making 
change for large coins and dollar 
bills by the vending machine seems 
near solution. 

Of the psychological barrier, he 
said that “whereas to date the 
American consumer prefers per- 
sonal selling to automatic selling, 
there is a noticeable trend to the 
contrary. This trend is being ac- 
celerated by the ability of our in- 
dustry to demonstrate its versa- 
tility, reliability and honesty.” 


s Added impetus to the trend to- 
ward automatic selling, Mr. Fish- 
man predicted, will be a shortage 
of manpower for stores and shops 
in the coming decade, plus de- 
mands for a shorter work week. 

He said stores will have to re- 
duce their selling hours because 
of insufficient personnel, but “au- 
tomatic selling will take over and 
continue transacting sales long 
after their front doors are locked 
and their people gone home.” 

Vending sales will total about 
$2,023,000,000 during 1957, Mr. 
Fishman said, and will rise to be- 
tween $4 billion and $5 billion by 
1965. Today, he said, there are 
about 3,500,000 machines in use. 

Cigarets represent about 41% 
of the dollar volume of vending 
sales, he said. Next come bottled 
and cup soft drinks (27%); candy, 
gum and cookies (13%); and cof- 
fee and hot drinks (7%). 

“The variety of vendable prod- 
ucts has scarcely been sampled,” 
he said. “New ideas and new prod- 
ucts are being tried constantly.” 
Sale of soups and entrees through 


hot food vending machines is al 


typical industry success story, he 
said. In three years sales have 
risen from zero to an anticipated 
$6,500,000. + 
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CONSTANT KIDS—Two Campbell ads—separated by 43 years—show 


but pitch is altered considerably. 
National Geographic while color 


photos get a big play in the page at right set for Life’s holiday issue, 
Dec. 23-30. 


It Makes Sales, Totten 


Cuicaco, Nov. 19—Space sales- 
men: Want to get in solid with 
some ad manager? Hit him up for 
a few bucks at lunch some time; 
you'll be in but solid. 

At least it has worked out that 
way for James H. Totten, of James 
H. Totten Co., Chicago publishers’ 
representative. He told the Dotted 
Line Club yesterday he took an 
ad manager to lunch one day and 
found himself short of money. He 
borrowed some from his guest, 
thereby establishing a new ground 
of friendship, and, he said, he’s 


since. 

Mr. Totten acknowledges he’s 
pulled this a few times since on 
purpose, with generally favorable 
results. (He does repay his bene- 
factor.) 

The scheme was one of several 


EWRR to Have ‘More 
and More’ Foreign 


Business: Williams 


Lonpvon, Nov. 19—David B. 
Williams, president of Erwin Wa- 
sey, Ruthrauff & Ryan, flew into 
London last week for talks with 
executives of the agency’s London 
office. 

Mr. Williams told ADVERTISING 
Ace his discussions would range 
over a wide field, including a 
two-way exchange of information 
on new business activity. He 
would also be briefing the Lon- 
don management on the merger 
of Erwin, Wasey with Ruthrauff 
& Ryan. 

Asked about Sun Oil Co., which 
has been reappraising its rela- 
tionship with EWRR, Mr. Wil- 
liams said a decision was ex- 
pected “in about three weeks.” 
| EWRR was asked last month to 
|make a new presentation on the 
$3,000,000 account in competition 
with a number of other agencies 
(AA, Oct. 28). 

Mr. Williams, accompanied by 
Walter Graebner, managing direc- 
|tor of EWRR Ltd., London, told a 
|news conference the recent merg- 
er would have little effect on the 
agency’s British operation “except 
that we expect our business to 
| become more and more interna- 
tional.” 
| Mr. Williams described him- 
self as “very pleased with the way 
the changeover is going.” 


es “It will take a little time to 
sort out, but it is not as bad as I 
thought it would be. After the first 
|six months are over and things 
are settled down, we expect to 
grow at a faster rate in the next 
five years than we would have 
done without this merger,” said 
Mr. Williams. + 


been buddies with the guy ever 


Borrowing Doesn't ‘Dull Edge of Husbandry’; 


Tells Dotted Line Club 


offered at an unusual meeting of 
the Dotted Line at which individ- 
ual citations of unique sales ex- 
periences replaced the usual fea- 
tured speaker. 


® Much attention was focused on 
the importance of sales managers: 
ways and means of getting in to 
see them. 

Murray Packard, of Industrial 
Marketing, pointed out that a re- 
cent ad budget study by the Na- 
tional Industrial Advertisers Assn. 
showed that sales managers have 
a heavy hand in preparing ad 
budgets in 43% of the companies 
studied and approval power in 
21%. He also noted that presidents, 


in only 5% of the companies, ac- 
tually approve the budget in 56%. 


niques cited as successful by oth- 
ers who spoke at the meeting: 


e The tape recorder: One space 
salesman tape recorded a series 
of interviews with men in a cer- 
tain field to demonstrate to an ad 
manager that these men read the 
publication he represented. It 
helped keep the magazine on the 
company’s schedule. 


e The letter barrage: A salesman 
sent an ad manager a one-para- 
graph letter every week for sev- 
eral months running. A one-para- 
graph letter is so short it’s almost 
irresistible to read, he explained. 
He got only one idea across per 
letter, he said, but the whole sales 
message eventually got through, 
and it sold space. + 


Roland-Bodee Adds Cape Coral 

Roland-Bodee & Flint, Miami, 
has been appointed to handle ad- 
vertising for a new land develop- 
ment, Cape Coral. The develop- 
ment, near Fort Myers, will spend 
approximately $500,000 in news- 
papers, magazines and _ supple- 


ments, the agency says. 


JOHN PACE, a vp and director of 
William Esty Co., New York, has 
been named chairman of the agen- 
cy’s new operating committee. Mr. 
Pace has been with Esty since 1941. 


while helping formulate budgets’| 


The following are selling tech-| 


‘Head Counters, Head 
Shrinkers’ Mustn‘t Take 
Over Business, He Says 


advertising today has nothing te} 


“becoming overspecialized” and 


Eastern Four A's 


because “we’re permitting the dis- 
tance to widen between copywriter 
and customer.” 


275-Calorie Frozen 
Dinners Marketed by 
Diets of Rochester 


ROCHESTER, MrInn., Nov. 19— 
“If you love to eat...but must 
lose weight .. .” is the theme of 
the ad campaign for Diets of 
Rochester Inc.’s new Dream Diet 
frozen dinners (AA, July 16). 

First introduced in Chicago on a 
limited basis with exclusive dis- 
tribution (until Jan. 1) through 
Marshall Field & Co., Diets of 
Rochester is now going into a 
market-by-market introductory 
campaign. The Minneapolis-St. 
Paul area is first on the list for 
the promotion. } 

A color page in newspapers ih 
the area last week was followed 
by a b&w 1,000-line ad which 
states: “What! Eat all this and 
lose weight too?” The opening 
color page was preceded in the is- 
sues by a dealer listing ad. A 
“saturation” radio campaign and 
tv spots support the campaign. 


® The diet dinners add up to 275 
calories each, the company says, 
and include two foil trays packed 
in each. One contains meat and a 
vegetable to be heated. The sec- 
ond contains a salad and desert, 
which are simply defrosted. Eight 
menus are offered, including roast 
beef, broiled chicken, pork tender- 
loin, swiss steak, breaded veal 
steak, breaded haddock, macaroni 
scallopine and diced beef with 
vegetables. Each package includes 
suggested breakfasts to hold the 
dieter to a _ 1,000-calories-a-day 
over-all intake. 

W. B. Doner & Co., Chicago, is 
the agency; Aaron D. Cushman & 


| American Assn. 
New York, Nov. 20—Too much | Agencies. 


|say because the agency business is | velopment on 


That’s the view of Eugene 1. 


Associates, Chicago, handles the 
pr and publicity campaign. + 


A-C’s Haagensen 
Succeeds Forrestal as 
President of PR Group 


PHILADELPHIA, Nov. 20—A glow- 
ing picture of the future of public 
}relations was painted here this 
|} week during the 10th national con- 

ference of the Public Relations 
| Society of America. 

The convention, with almost 1,- 
|000 persons in attendance, heard 
America’s top pr men, magazine 
and newspaper men and radio and 
tv executives call for more formal 
|} education in the field and for a 
| greater concentration and appre- 
ciation of mass communications. 

Kalman B. Druck, vp of Carl 
Byoir & Associates, told one of the 
opening sessions that by 1968 
America’s corporations and other 
public and private groups and in- 
stitutions will be employing some 
200,000 persons in public rela- 


; 


Overspecialization Decreases Ads’ 
Productivity, Harrington Tells 4A’s 


Harrington, president of Fletcher 
D. Richards Inc., who spoke today 
before a “look-ahead” session of 
the eastern annual meeting of the 
of Advertising 


Mr. Harrington blamed the de- 
“a new agency work 
pattern, perhaps” 
and on “maybe 
inertia, bigness; 
client demands, 
over - organiza- 
tion.” 

He called for 
creative people to 
“have a_ strong 
hand in the guid- 
ing of or ap- 
proach to re- 
search, not in the 
method and me- 


Eugene Harrington 


chanics.” 

“I think the need,” he added, “for 
a hand-in-glove relationship be- 
tween the creative, research and 
marketing people is greater today 
than it has ever been. Advertising 
is more expensive—more competi- 
tive—than ever. It follows that it 
must, therefore, be more expert, 
more productive than it has ever 
been.” 


= Mr. Harrington “deplored the 
current absence of “fingertip feel” 
and “the touch of genius.” He de- 
clared that “the head counters and 
the head shrinkers have their place, 
but heaven help our business if 
it’s ever wholly dictated to by the 
slide rule and psychiatry boys.” 
He said he wouldn’t want to live 
in an ad world “that would never 
again give birth—on ‘hunch’—to 
such powerful and productive cam- 
paigns” as Plymouth’s “Look at 
all three,” Lucky Strike’s “Nature 
in the raw is seldom mild,” and 
Cadillac’s “Penalty of leadership.” 
At the same time Mr. Harrington 
called on agency managements to 
correct the “shocking” fact that “in 
our larger agencies today substan- 
tially less than 25% of the total 
payroll goes to copy and art.” 


= And he urged creative people 
to get out into the marketplaces 
and look for knowledge and ideas. 
“In over 28 years I’ve learned that. 
Salesmen, retailers and consumers 
have donated to me the knowledge, 
the ideas and the themes for the 
best work I’ve done,” he said. 
Creative people, he said, should 
participate in research planning 
and be “general practitioners, not 
(Continued on Page 99) 


Public Relations May Be $5 Billion 
Industry by ‘68, Druck Tells PRSA 


tions, at a cost of $4 billion to $5 
billion annually. 

This compares with expendi- 
tures today of about $2. billion a 
year and about 100,000 working 
in all sections of the field, Mr. 
Druck said. 


® Oliver Treyz, vp in charge of tv 
of American Broadcasting Co., told 
a panel that the next big advance 
in tv programs, audiences and 
billings may be sparked by public 
relations departments of big com- 
panies. 

Pr men, he said, would be work- 
ing with ad departments on tv 
campaigns designed to increase 
favorable recognition on a corpo- 
rate scale and to sell products in- 
directly by expanding the general 
knowledge of the broad range of 
products sold. 

“Corporate messages on tv eften 
are as timely—and should be as 


(Continued on Page 66) 
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FTC Asks Voluntary 
Ban on ‘Misleading’ 
Ads by Tire Makers 


Wasuincton, Nov. 22—The Fed- 
eral Trade Commission proposed 
today that the tire industry volun- 
tarily adopt some rules to elimi- 
nate misleading advertising phras- 
es which have become common 
practice in the industry’s ads. 

In a letter to manufacturers and 
all the leading private brand dis- 
tributors, the commission’s bureau 
of consultation said lack of accu- 
rate information about tire quality 
is particularly disturbing in view 
of the faster and heavier cars 
which are now in use, 

As an aid to helping the industry 
set its house in order, the bureau 
of consultation submitted an 11- 
point guide dealing with the most 
common abuses. Adoption of rules 
of this type, the letter said, would 
enable “every member of the in- 
dustry to simultaneously discon- 


tinue all forms of deceptive prac- 
tices which may now exist in 
contravention of the commission’s 
laws.” 


® While FTC has yet to issue com- 
plaints against any of the leading 
tire manufacturers, two high-vol- 
ume dealers in the District of Co- 
lumbia have faced commission ac- 
tion and reports of widespread 
abuses in tire ads from cities 
throughout the country have 
reached the commission. Comments 
of industry members are to be 
considered before final guides are 
adopted. 

Some of the standards outlined 
by the bureau of consultation deal 
with such phrases as “first line,” 
“100 level” and “original equip- 
ment.” Others are designed to 
eliminate false ticketing, which 
has been spotted throughout the 
industry, while others require ad- 
vertisers to be specific in outlining 
their “guarantee.” 


s In a letter to industry members, 


Charles Grandey, director of the 
bureau of consultation, noted that 
sales of replacement tires amount 
to more than $2 billion a year. 

“It is our understanding,” he 
said, “that there are no established 
or generally recognized quality 
standards for the various grades 
of motor vehicle tires offered to 
the public.” 

Under the circumstances, he 
warned, industry members must be 
careful to avoid terminology which 
implies that such standards exist. 

If a seller wants to represent 
that a tire conforms to his own 
standards or some private stand- 
ard, the proposed advertising guide 
says he should disclose what the 
standard is and must meet all the 
requirements. # 


Peters, Griffin Adds KIRO-TV 
KIRO-TV, Seattle, which ex- 
pects to start telecasting in Janu- 
ary, 1958, has appointed Peters, 
Griffin, Woodward its national 
representative. The company has 
represented KIRO for 18 years. 
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IN THE BIG 75-COUNTY PIEDMONT 
neem CAROLINA 


3,198,000 PEOPLE 222 


AND VIRGINIA MARKET 


Plymouth hopes Bob Hope will sell more 
of its cars, not remind viewers that he 
was endorsing Chevrolets on tv last 


May ........ Page 2 
Anheuser-Busch beer sales appear to be 
leading the industry, ng out Schlitz, 
last year "s front TUMMNET «2... Page 2 


Automated selling, with the emphasis on 
more self service, will make advertisers 
more reliant on newspapers, John Orr 
Young says in the current “Newsprint 
FAW?” cctssnserestecocoessstnvisintionnimcnecsemenneeate Page 2 


TV Guide polled its readers on subscrip- 
tion television, found they were 28 to 1 
gainst it Page 2 


TV commercials are too repetitious, cloy- 
ing, Marie Torre, New York Herald 
Tribune tv columnist, says during 


Mike Wallace interview before the 
annual eastérn conference of the 
Four A's Page 2 


FTC may drop charges that Pepsi-Cola, 
Coca-Cola bought tv time in order to 
make free time available to fis drug 
and food chains ... an Page 2 


Research workshop of the Sales Execu- 
tives Club of New York revamps its 
study of news, general and business 
magazines, has new questionnaire ready 
for mailing Page 2 


Chock Full O’Nuts Corp. drops Rocke- 
feller name from coffee jingle at 
specific request of Rockefeller’s at- 
torneys Page 2 


Baltimore media men plan to take new 
tax to court, with advertisers, agencies 
and labor as plaintiffs in suit also Page 8 


Vending machines may soon make change 
for large denomination coins and dollar 
bills; psychological barrier to using 
vending machines may soon disappear 
too, head of the National Automatic 
Merchandising Assn. tells Chicago mer- 
chandising executives 


Borrowing money from an ad manager is 
just one interesting idea on how space 
representatives can make the sale, pre- 
sented at a oe Dotted Line Ciub 
meeting . Page 3 


Erwin Wasey, Ruthrauff & Ryan will be 
getting more and more foreign business, 
David B. Williams, president of the 
agency, tells Advertising Age ...Page 3 


Overspecialization is reducing the produc- 
tivity of advertising, Eugene Harring- 
ton, president of Fletcher D. Richards 
Inc., tells eastern Four A’s meet- 
TIAA sccenccsevenvesscescecenseee 


Dream Diet, low-calorie frozen dinner for 
the weight conscious, is introduced by 
Inc. Page 8 


Public relati may b a $5 billion 
business by 1968, Byoir’s Druck tells 
10th annual conference of the Public 
Relations Society of America in Phila- 
delphia Page 3 


Newspapers are urged to offer advertisers 
multi-market packages if they want to 
compete with national media by Anton 
W. Bondy, print media manager of 
Lever Bros. Page 16 


Ratings are a must, like the media they 
measure, Blair's Dorrell tells buying and 
selling seminar of the Radio & Televi- 


Advertising Age, November 25, 


Highlights of This Week's Issue 


1957 


sion Executives Society ..................Page 18 


Industrial space salesmen should sell ad- 
vertising, not space, in order to do a 
better selling job and keep a lot of 
industrial ads from consumer mag- 
azines, Chilton’s Buzby tells East- 
ern t.f. Club. Page 19 


Motivation research is sound, but business 

should ignore the gimmicks, tiffs and 

sensationalism, Harvard professor Jo- 

seph Newman says in his new book, 

setup ancey-en Research and Marketing 
Qe 


dead Page 2 
The Adam Young stations add more sta- 
tions, staff members ...........0..000 Page 23 


Madison Ave. wants the public to like it 
so that the public will trust its ads, 
Copywriter Birmingham says in an ar- 
ticle on agency men in the December 
issue of Holiday .. Page 26 


Clothes are becoming the new status sym- 
ibiles, Ruth Jack- 
endott of the Wool Bureau says Page 27 


New Puck—the Comic Weekly study 
delves into life-cycle concept, dealing 
with bearing of age on consumption 


potentials Page 82 
Agency sues client over uncompensated 
use Page 41 
French & Co., antiques and art dealer, 
uses “prudent” advertising to double 
its sales Page 6 


Kimberly-Clark Corp. unveils its Sales 
Promotion Center to press; center stress- 
es comfort and information ...Page 61 


Bonnie Dewes, D'Arcy’s only woman ac- 
count executive and St. Louis adver- 
tising woman of the year, believes in 
selling the teen agers on use of 
a - Page 64 


John Caples tells how he created “They 
Laughed When I Sat Down at the Pi- 
ano” in chapter from his new book, 
“Making Ads Pay” Page 73 


Creative Man _ finds General Foods 
ads for its gourmet foods a wel- 
come change from prosaic product 
encomiums Page 76 


Maxwell Associates uses comic ads de- 
bunking ways for clients to choose an 
agency to lure CHIENES ....... Page *6 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path .... 
Art Director's Viewpoint .................... 
Chain Store Sales ........ 
Coming Conv ti 
Creative Man's COPme? ......cccmn 
Drawthinks 
Editorials 
Farm Magazine Linage 
Getting Personal 
Looking at Radic BTV vce 
Looking at Retail Ads .. 
Merchandising Ideas 
Obituaries 
On the Merchandising Front ........ 
Photographic Review 
Rough Proofs 
Salesense in Advertising 
This Week in Washington ...... 
Tips for the Production Man 
Voice of the Advertiser ....... 
Vor Cut Co BW ecco occvcveeeed 


The man from Cunningham & Walsh 


Working as a clerk in a supermarket has helped make Lam Meyer 
a better copywriter for our advertising agency. Our artists, writers, 
television and account staff work a full week each year at retail 
selling as a regular policy of the agency. The net result is greater 
insight, more penetrating advertising. Cunningham & Walsh Inc., 
New York « Chicago - Hollywood - Los Angeles - San Francisco. 
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There's nothing so powerful as an 


Once you start feeding practical ideas to men and women who are 
already eager for advice and information about how to have a better 
home and a richer family life, there’s just no limit to what can happen! 
And that’s the story of Better Homes & Gardens and why it grows. 

BH&G makes the reality of everyday living so exciting, makes 
dreams of better living so obtainable that the millions of families who 
read and re-read this famous idea magazine every month really “‘live 
by the book”. And “the book” is BH&G. Living—in the Better 


ot America reads BHal; the family idea magazine 


4,350,000 COPIES MONTHLY 


Many a family’s vacation begins in the pages ca BH. &G! 


idea | 


Homes & Gardens sense of the word—covers a wide range of family 
interests. All the way from “What shall we have for dinner tonight?” 
to “‘Where shall we go on our next vacation?”’. 

The sales climate Better Homes & Gardens creates for advertisers 
is unique among all of the major media. Because millions of BH&G 
readers bent om putting ideas into action are in the mood to buy! 
Meredith of Des Moines... America’s biggest publisher of ideas for 
today’s living and tomorrow’s plans 
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This Week in Washington 


Paper Industry's No Longer Voice of 
Publishing Industry in Washington 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Nov. 21—Incipient 
civil war within the Department of 
Commerce was averted this week, 
when the business and defense 
services administration decided to 
upgrade the bureaucratic status of 
its experts on printing and pub- 
lishing. 

In the past the problems of print- 
ing and publishing have been as- 
signed to a branch of the forest 


{products division. Men handling 
the problems had publishing back- 
grounds, but their recommenda- 
tions were screened at the division 
level by superiors whose experi- 
ence usually was in paper manu- 
facturing. 

Sometimes this did not matter. 
For example, on such matters as 
the Canadian advertising tax, the 
revision of tariffs on printed mat- 
ter, or adherence to the interna- 


issues, such as newsprint prices, 
publishing people were the un- 
wanted stepsisters within the for- 
est products division. 


® Imagine their sense of frustra- 
tion. Each time newsprint prices 
went up, they drafted memos call- 
ing on the department to take a 
strong stand. Instead, to their cha- 
grin, the forest products division 
provided top officials with reports 
which went out of their way to 
explain why price increases might 
be justified. 

Under the new setup, printing 
and publishing is an independent 
division, under Horace Hart, a vet- 
eran book publisher from Roches- 
ter, N.Y. Since he reports directly 
to H. B. McCoy, chief of the busi- 


tional copyright law. But on big!ness and defense services admin- 
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istration, Mr. Hart hopes to be 
more successful in getting a hear- 
ing for the publishing point of 
view in the future. 


The oft-debated 
proposal to 
charge for radio- 
tv licenses appar- 
ently is heading for a showdown, 
for the Budget Bureau this week 
gave government agencies until 
Feb. 1 to come up with plans for 
fees to recover the cost of services 
rendered for the benefit of an in- 
dividual. 

The Federal Communications 
Commission has resisted the fee 
idea in the past. It says only small 
sums could be raised, since normal 
license processing is relatively in- 
expensive; biggest costs stem from 


License Fee 
Pressure’s Up 


KRON is 


San Franciscans are sold on KRON- TY 


HI-RATED MINUTES 
in 


NBC NEWS 
Available 6:15 P.M. 


SAN FRANCISCO CHRONICLE » NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD . 


hearings, which would not 
chargeable to any individual. 
Budget Bureau is annoyed at 
lack of uniform government policy 
on fees. Some, like FCC, have none, 
while others, like the Patent Of- 
fice, are about 50% self-sustaining. 
Federal Power Commission recov- 
ers full costs of handling licenses 
for hydroelectric facilities but gives 
away licenses for similar facilities 
in the natural gas field. Most gov- 
ernment agencies recover the full 
cost of books and pamphlets sold 
through the Government Printing 
Office, but many give identical 
publications free to those who write 
directly to the agency involved. 


be 


It is one thing for 
Business Men Uncle Sam to put 
Subsidize U.S. his foot down on 

those who escape 
legitimate fees, but is it right for 
the old miser to expect private 
groups to underwrite some of his 
normal operations? 

For example, everyone has heard 
about subsidies for railroads, air- 
lines and steamships. But now 
events have reached the point 
where the Assn. of American Rail- 
roads has found it necessary to 
subsidize the government. 

This happened because Congress 
let “not-for-hire” truckers per- 
suade it to refuse funds for a cen- 
sus of transportation, at a time 
when information about the move- 
ment of people and commodities is 
desperately needed by various pub- 
lic and private groups. To fill the 
gap, the Census Bureau is letting a 
number of outfits, including AAR, 
put up the funds for special sam- 
ple studies covering some of the 
most urgent fragments of a trans- 
portation census. 

One study, recording the move- 
ment of livestock, is under way as 
a result of an arrangement with 
the Department of Agriculture, 
while the AAR grant will enable 
the bureau to carry out four stud- 
ies covering such items as canned 
foods, grain, and fruits and vege- 
tables. A short time ago the first 
of several highly illuminating 
studies of travel habits of Ameri- 
cans was published, thanks to fi- 
nancial assistance received from 
the Assn. of Travel Agencies. 


If you have been 
thinking about 
the possibilities of 
selling the Post 
Office Department on a commemo- 
rative stamp for some worth while 
occasion, think ahead. According 
to a “guide” which the department 
has just issued, explaining its pro- 
cedures in scheduling new stamps, 
ideas should be submitted to the 
Postmaster General in writing at 
least 18 months in advance. 

While the U.S. intends to 
continue issuing about a dozen 
commemoratives a year, the de- 
partment’s new Citizens Stamp Ad- 
visory Committee has come up 
with some ground rules which lim- 
it the choices a bit. Stamps will be 
issued in honor of deceased in- 
dividuals or events with national 
appeal, but no future commemora- 
tive will honor a fraternal, politi- 
cal or religious enterprise, a spe- 
cific product or a commercial 
enterprise. 


New Clamps 
on Stamps 


That old reliable 
SEC Posts advertising me- 
‘Wanted’ Sign dium, the Post 
Office bulletin 
board, has a new client. This time 
it is the Securities & Exchange 
Commission, which is posting a 
notice in 40,000 post offices, under 
the heading, “Investors Beware.” 
SEC’s advice includes these 
points: Tell the salesman to put 
it into writing; beware of promises 
of spectacular profits; consult your 
broker; and give at least as much 
consideration to buying securities 
as you would to the purchase of 
any valuable property. # 
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From Milton Berle to “Cinderella,” from 
Gorgeous George to Lawrence Welk, from 
soap operas to the McCarthy hearings... in 
a dizzying decade television has poured out 
everything from culture to sadism, has rated 
praise as an “educational medium” and been 
blasted as a “vulgar menace.” 


This is the lead on a major feature in Cosmopolitan’s December Issue on Television. 
If you would like to read the complete article, ask us for a copy. 


The Adult Gunslingers 


When evening is nigh, and ratings 
are low, it’s back to the ranch and 
the old “Hiyo!” A close-up of to- 
day’s TV Westerns — what makes 
them adult, and why they capture 
so many viewers. 


Jingle, Jangle, Jingle 


Over $200 million is spent yearly on 
television commercials to make you 
product-conscious — tunes and char- 
acters are household guests. Here is 
the fascinating story of how they 
are made. 


Pretty Polly 


Polly Bergen has been rising like an 
irrepressible bubble ever since she 
started at 16. Now, star of her own 
TV show, she’s counting on more 
hard work and determination to 
keep her bubble on top. 


COSMOPOLITAN § = 


...edited in depth to create attitudes 


A HEARST PUBLICATION 57th Street and 8th Avenue, New York 19 « COlumbus 5-7300 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING * HARPER'S BAZAAR + HOUSE 
BEAUTIFUL « SPORTS AFIELD » TOWN & COUNTRY + BRIDE AND HOME «+ MOTOR * MOTOR BOATING « AMERICAN DRUGGIST 


The Spectre of Pay TV 


Just what will you pay for on TV? 
The World Series? “Egghead” en- 
tertainment? A this-year’s movie? 
And will there really be no commer- 
cials? Here are the prospects. 
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Offbeat Ad Can't 
Be Beal—if You 
Dig It: Hockaday 


(Continued from Page 1) 
Sallies forth wearing the first 
chemise on the block—or the hus- 
band who criticizes his neighbors 
for their flashy taste in cars and 
goes out to buy a bigger fin job at 
a higher price—“So advertisers 
search the offbeat to gain conspic- 
uousness above the overwhelming 
crowd of products and advertising 
pages looking and declaiming ex- 
actly like himself. 


® “Conspicuous spending is older 
than Veblen. Everyone practices 
some form of it on his own little 
island, so why not the advertiser, 
who can so well afford it?” 

But there’s a real trap in con- 
spicuousness, she warned. “Your 
offbeat can be so far off—your 
non-conformity and differentness 
so insistent—that no one likes 
you... Offbeat is dangerous; 
dcewnright objectionable (some- 
times); intransigent; rebellious. 
Non-conformity is scary busi- 
ness—it’s the art of the unpredict- 
able...” 

“We believe you have to play 
it by ear and by heart,” she main- 
tained. “We don’t believe motiva- 
tional researchers can dig our con- 
sumer to find the proper offbeat to 
pursue.” 

To dig the offbeat, “just run a 
classroom for a day, lead a scout 
group, plan a wedding for an 18- 
year-old. If you want to know 
about people, talk to them; it’s 
free,” she suggested. 


® People who indulge in the off- 
beat must keep watch for the 
morning when suddenly “offbeat 
begins to pall, becomes banal, and 
the seed catalog, the sample pack- 
age shoved under the door, take 
over once again. The silent ad that 
does nothing to you becomes the 
vibration. Every day we wake up, 
we have to be sure our different is 
different and keeps moving.” 

One other problem: “How about 
the client’s okay on offbeat? In 
1573 the Council of Trent sat to 
pass on the proper symbol for 
Veronese to use in a religious 
painting. Should the dog in the 
Last Supper stay or go? It had to 
go. What did Veronese do? He 
changed the name of the picture. 
What should we do? Drop the cli- 
ent? Get a new one?” 


s Offbeat advertising must stay 
with us, Miss Hockaday declaimed. 
“We certainly owe it to our pub- 
lic. They have a right to expect 
some entertainment and excite- 
ment for their loyalties. They know 
everything they buy is great, fab- 
ulous, sensational, new, new, new, 
and good for you. 

“So take it easy. I’ve got the 
message. Make me like you, not for 
what you are nor for what you do, 
but for something I just can’t 


fight.” # 


NARTB Will Start 
New Year as NAB 


WasniIncTon, Nov. 19—Members 
of the National Assn. of Radio & 
Television Broadcasters have voted 
overwhelmingly to revert to the 
association’s former name, Na- 
tional Assn. of Broadcasters, Jan. 1. 

A poll of the membership found 
1,227 for the simplified name and 
only 35 opposed. 

The association started as Na- 
tional Assn. of Broadcasters in 
1922, but was renamed in 1951, fol- 
lowing a merger with the Televi- 
sion Broadcasters Assn. * 


Laing 
TAKE TEN—Chatting at the 
Chicago were Malcolm Laing, AB 
William Grumbles, WHBQ-TV, Memphis, and Oliver Treyz, vp in 
charge of ABC-TV. 


Grumbles 
business meeting of ABC-TV affiliates in 


Treyz 


C-TV station relations, New York; 


Remington Shaver 
Overseas Account 
Leaves Otto Agency 


New York, Nov. 21—One of the 
largest accounts in the internation- 
al advertising field, Remington 
electric shavers, is pulling out of 
Robert Otto & Co. on March 31. 

The Remington Rand interna- 
tional division of Sperry Rand 
Corp. announced today that it and 
the agency “have mutually agreed 
to the termination.” 

Otto, an export-only agency, has 
handled Remington Rand overseas 
for ten years. The client said Otto 
will continue to service the 
writer, Univac and office equip- 
ment divisions. 

Next to Miles Laboratories, Rem- 
ington Rand is the largest account 
in the Otto shop. The agency has 
coordinated the company’s adver- 
tising in 100 countries. 


® No reason was given for the 
separation. Remington said only 
that it “is currently studying alter- 
nate approaches to its world ad- 
vertising program and will an- 
nounce the new program when a 
decision is reached.” 

On the plus side, Otto announced 
today that it has been appointed to 
handle international advertising 
for the clients of Wilson, Haight, 
Welch & Grover, New York, with 
the first assignment International 
Swimming Pool Corp., marketer of 
the Esther Williams home swim- 
ming pool. + 


A&P Heirs May Sell Stock 

The heirs of the late George 
Huntington Hartford, founder of 
the A&P grocery chain, have indi- 
cated they are considering sale of 
some voting stock to the public. If 
the stock is offered for sale, it will 
take at least a year to iron out the 
complicated details, it was report- 
ed. 


RICHARD S. HOLTZMAN has joined 
Campbell-Mithun, Chicago, as ac- 
count supervisor of the new Ham- 
ilton-Beach account. Most recently 
president of a West Coast public 
relations company, he also has 
been national ad manager of Hot- 
point Co. and ad manager of 
Eureka-Williams Corp. 


Four Marketing 
Men Leave Pabst 
in Economy Drive 


(Continued from Page 1) 
ment have been released. 

AA learned that the brand man- 
ager arrangement, which was es- 
tablished by Mr. Lachner, has been 
eliminated and Pabst again is be- 
ing run by the sales department. 
AA was told that more personnel 
cuts, plus drastic cuts in other 
phases of the company’s operation, 
including advertising expenditures, 
ure on the way. 


® Before Mr. Lachner left, he re- 
portedly asked for a $4,000,000 re- 
duction in the company’s operat- 
ing budget because of slumping 
sales. He did not recommend per- 
sonnel cuts, AA learned, and heads 
did not start to roll until after his 
departure. 

Mr. Lachner and certain mem- 
bers of the Pabst management dis- 
agreed sharply on how much mon- 
ey should be invested in adver- 
tising and where the advertising 
should be placed, AA was told. 

“This company always has had 
too many chiefs and not enough 
Indians,” a Pabst employe told 
AA when predicting that more 
management changes would come. 

Harris Perlstein, board chairman 
and president of the company, was 
out of the city and unavailable for 
comment. Pabst suffered a $767,- 
724 loss in 1956 and the red-ink 
condition has continued through 
this year. + 


Fort Pitt Leasing 
Beer, Ale Labels to 
Gunther Brewing Co. 


New York, Nov. 2i—Fort Pitt 
Industries Inc. has concluded ar- 
rangements to lease its Fort Pitt 
beer label to Gunther Brewing Co., 
Baltimore, for a royalty of 50¢ a 
barrel on all Fort Pitt beer sold 
over the next eight years. 

In addition, negotiations are be- 
ing conducted between Fort Pitt 
Industries and Gunther for the sale 
of Fort Pitt Brewing division’s 
plant and machinery, which is car- 
ried on Fort Pitt Industries books 
at about $3,000,000. 

Under terms of the agreement 
with Gunther, the latter will honor 
all distributor deposits and return- 
able bottles and boxes, and will 
buy stocks of these containers on 
hand at Fort Pitt’s warehouse. 

It is estimated that total pro- 
ceeds to Fort Pitt Industries could 
exceed $1,300,000, including roy- 
alty payments over eight years of 
more than $800,000, figured on the 
basis of 50¢ a barrel on Fort Pitt’s 
present annual volume of 200,000 
barrels a year. = 


Advertising Age, November 25, 1957 


‘Post-Dispatch’ 
Tests Pre-Holiday 
Special Rate Nov. 27 


Sr. Louis, Nov. 19—The St. 
Louis Post-Dispatch, in an exper- 
iment to determine whether or not 
to go into holiday publishing, is 
offering retail display space in its 
Nov. 27 issue at a flat rate of 30¢ 
per line. 

In a telegram to retail advertis- 
ers, Fred F. Rowden, advertising 
manager, said, “Tne week follow- 
ing, a survey will be made among 
advertisers to determine response. 
The findings should indicate 
whether to continue selling the day 
before a holiday at a very special 
rate or whether we should pub- 
lish on holidays.” 


= For years, the St. Louis Globe- 
Democrat has capitalized on its 
position as the only local daily 
published on holidays. Some issues 
have run as high as 128 pages. 

Normally, pre-holiday issues of 
the Post-Dispatch have carried lit- 
tle retail advertising in addition to 
classifieds and amusements. 

The special rate of 30¢ per line 
will apply to the full daily circula- 
tion of 400,000 plus for the Post- 
Dispatch. Only the far-flung mail 
circulation of 25,000 will be elim- 
inated in this test. # 


TV Critics Like 
GM's $1,000,000 
Anniversary Show 


Derrort, Nov. 21—General Mo- 
tors is taking bows on its 50th 
anniversary tv celebration, for 
which many of the country’s crit- 
ics rolled out their most glowing 
superlatives. 

The reviewers, who have been 
complaining all season that cau- 
tious sponsors were putting tv in 
an early rut, were lavish in their 
praise of General Motors for strik- 
ing forth boldly on an imaginative, 
unconventional path. 

Produced by Jess Oppenheimer, 
a key figure in the development 
of the “I Love Lucy” series, the 
two-hour NBC telecast was built 
around the very simple but loose 
theme of the meaning of happi- 
ness. 

The $1,000,000 birthday celebra- 
tion featured as big a collection of 
stars as have ever been assembled 
on a single tv show. Among them 
were Helen Hayes, Eddie Bracken 
and June Allyson. 


@ In the rating department, the 
show, which was placed through 
Kudner Agency, swamped the 
competition, but the score was less 
impressive than for a couple of 
Ford specials earlier this season. 

General Motors drew a Trendex 
of 31.6 for the two hours, against 
about 18.7 for the nearest com- 
petition—CBS. The higher ranking 
Ford shows were Crosby and Si- 
natra for Edsel, with 40.8, and 
Lucy & Desi, with 40.2. An NBC 
ad pointed to share of audience 
rather than rating. 

The commercials were unob- 
trusive, almost to the point of 
non-remembrance. GM took slight- 
ly less than nine minutes of the 
12 commercial minutes that are 
coming to a two-hour sponsor who 
wants to use up his code limit. 


® The company apparently plans 
a limited promotion program in 
connection with its golden anni- 
versary. In addition to the tv 
show, GM is running spreads this 
month in issues of Life, Look, 
Newsweek, The Saturday Evening 
Post and Time. 

Pull page ads announcing the 
celebration also have been sched- 
uled in 175 daily newspapers 
throughout the U.S. All billings 
for the promotion will be credited 


to Kudner, GM said. + 


Schick Files 
Appeal in Battle 
Over Cotton Test 


PHILADELPHIA, Nov. 20—Schick 
Inc. today filed a notice of appeal 
from a preliminary injunction 
granted last month which forbids 
the shaver manufacturer to use a 
cotton test idea in its advertising. 

The notice of appeal has been 
filed with the third circuit court 
of appeals and will, in effect, en- 
able the appeals court to render 
final decision on the issues in- 
volved without ever going through 
the formalities of a permanent in- 
junction hearing in the lower 
courts, in the opinion of Theodore 
J. Miller, counsel for Schick. 

It will be several months before 
all the records will be filed with 
the appeals court and trial held, 
Mr. Miller thought. 

Originally, Warwick & Legler, 
Schick’s former agency, obtained 
a preliminary injunction Oct. 23 
(AA, Oct. 28) which forbade the 
use of the cotton test idea. A trial 
date for hearing on a permanent 
injunction was tentatively set for 
January by J. Cullen Ganey, the 
judge who granted the injunction. 


Legion of Decency 
Scope Is Broadened 
to Include Radio-TV 


Wasnincton, Nov. 20—Catholic 
bishops of the U. S., meeting here 
this week, scheduled a one-year 
study to determine “the most suit- 
able and acceptable means” of 
carrying out a recent papal en- 
cyclical calling for closer attention 
to radio and television programs. 

As a first step, the bishops 
agreed to redesignate the Episco- 
pal Committee on Motion Pictures 
and to adopt the name, the Episco- 
pal Committee for Motion Pictures, 
Radio & Television. Bishop Wil- 
liam A. Scully, of Albany, is chair- 
man. 

At the same time, the bishops is- 
sued a lengthy statement outlining 
their attitude toward censorship. 


s While the right to communicate 
ideas is beyond challenge, they 
said, when it is directed to others, 
it is an act that has social implica- 
tions. “Society itself must take cog- 
nizance of it. Although man must 
claim and hold to freedom of ex- 
pression, he must also recognize 
his duty to exercise it with a sense 
of responsibility,” the group de- 
clared. 

Turning to the role of groups 
like the Legion of Decency, the 
statement pointed out that a wide 
gap often exists between the legal- 
ly punishable and the morally 
good. “If we are content to accept 
as morally inoffensive all that is 
legally unpunishable, we have 
lowered greatly our moral stand- 
ards,” the bishops said. “It must 
be recognized that civil legislation 
by itself does not constitute an 
adequate standard of morality.” 


= “The Legion of Decency and 
the National Office for Decent Lit- 
erature endeavor through positive 
action to form habits of artistic 
taste which move people to seek 
out and patronize the good,” the 
bishops explained. “In their work 
they reflect the moral teaching of 
the church. Neither agency exer- 
cises censorship in any true sense 
of the word.” # 


Storer Names Thomas Shull 
Storer Broadcasting Co., Miami 
Beach, has appointed Thomas B. 
Shull director of film operations. 
Mr. Shull, who will headquarter 
in New York, formerly was an ac- 
count executive with Music Corp. 


of America. 
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e Rely On Outdoor- 
To Deliver Sales!” 


HEET-PROTECTED | 


gas lines never freeze _./ 


a 
* 


* 


“For the past nine years the Heet Division of 
DeMert & Dougherty, Inc., has used Outdoor Advertising 
. on an ever-increasing scale. This year our posters will 
- appear in 282 markets in the snow belt from coast to coast. 
Mr. Mark Aisner “Our consistency in using this prime medium is testimony 
Sales Manager & Marketing Director to its effectiveness and dependability. We rely upon 
Seuiacdiaes ae & Outdoor Advertising to deliver sales with little 
ey 7 pre-conditioning of customers from other media. Briefly — 


and in color—posters tell our selling story with graphic 
brand name and product identification.” 


8 out of 10 people see and remember Outdoor posters!* 


Beare 


OUTDOOR ADVERTISING INCORPORATED _ OA! 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 


aia iT pias el Se lik ae be i ee ee «2 ie kc ci.* fy Aa MT al ‘ge ee Sais £2 1S RN Hk a Oc 
a co: ee ee, Pee ea ORE Lorre rg a es an cee iy Ses a Be ie: ae cans, Bag hss ae + sires S a wey EE mee ay ‘Dake ofr bie. iy REST RE ghtbesin, De ei Nie Brera i ere a ~ a 
ball cs eee a me ES ey GG Cae rere <4 aaa ee fe eee aie weld Bae 2 Sig eS eae ne 7 * eee Eh ik Bea, Oo Ror ees A ame are: aida Pa Ss" ed ba eee ee” om ee seo ah hy ae 
yt oe > a age ye ae ee tie Smee sam RI ae ae Se aa hs ie UR oF Bs. a ves = ieee iyi ace i ‘eae ees Ae, Fe kis “ne a ee ae eS te ay Ee iie  ee i. 
eae BE PT aS icy rei ae oes est ie eae i le a ih, oe a ee Sg Oo er er ee Py an i ee ee OO ee he ge oe amen, <1, 
, ae © lt ice Aa ies oi hs ee ae Aa eee ee eae Seen So ine (ne: Ae: ce ae eee: RR hee 8 a a I eee ee a aie 
uph ern eae. oe / Nae ah EE ELE a ee geen ee me. Seamer te ; ee BP ea a ee cae oe a ln ai a le 
i re ear ‘ "i 2 eae ee t : — one Le iene BOE ; a " BO ehkas,.. eae = ae, a rae 
wie = . : fe 
re ae 
‘: is, 
# 
* 
: 
ie : = 
oe y 
“te 
be = 
ee, 4 
oe 2 
.e 2 
og 7 
Ve ~ 
pve i 
See a 
Gace me 
sped Wd 
E 7 
ad “si 
& 3 
— 
oe a % "7 — j bits: a oe > 7 = 
: 
Te a P 
: " 

- ; 
ain “es ‘ : 
et mR a est 
Bc" =a ial ae 
cS . 4 iy = 

Bs r. : : 
ee > + F ‘3 
pe bi wt ts 
aie a Foe/ Spee "in ~ ; 
em 2s 4 em e ~ ie 
oe eo beorg, Oe,” Sy ae | 
ie - gummi : 
Ba 7 18% : 
os — ;' | ee , - % : 
ae Bs +s JS << . 
ae 4 oe a ees, ; . a i 
ie me . =f 
oe ie . . lol E 
pre see 4 any ee re. ao » oie ’ 
ae ce, ’ \ ils di terme oe : =" . : 
7 ee; vty, wate = . 3 7 " 
oe ‘ , at it ~~ Bc a ~ a id Se 3 5 
eae ~ ’ tay “ . ‘ ~> Fees Bs, : ss *& oe F 
rat Pacer ° PON PP Sees y = . 3 
Sas Spe oo \ .s : ‘ 7 " % 
ae amu XS we oe MS pate Meer i e's) \ Seen ' 
ag ‘ j ’ ChHy, 4, . ae oer Viv Sr Sl e 
il : Ca, &e A _ A e ~~ =| i 
er So , ,\ o a 
ao s , o \ ‘ e 
a ‘ % 
- 
: tl ae as ~ Ae ae 
Bi = Pe. i Outdoor Advertising ) a ce 
Bid oS P a - - —— 3 a : i 
be : 
aie 
: : 
Beets , 
om 
a 
va 
eae 
ear ‘ 
ss « 
fe ; 
J pe er ‘ = 
i : 
é 
: _— 
‘ re 
f et : 
a 
ee 
: 
| ; 
. ) : 
7 
- 
y “ ye : 
" . -~ a 
; , 
ae 
} . 
J = 
7 : 4 #, 
op eee sie aren Pa? eee! ee ae an ™ Pe ee Se le i: pe eo ee ee a ei ape Pi Se ee Ss 
=, geen ee RTs. oh Cee eee eee ee ne ee ee ee ee, 
ES ary a ey ‘ Ret Ae nee ae CR ot. 5 ne beaanemene ee Con : ill) ied aide PoP Baie) Sage... NM Sa fe a Ma Enc ee Vy, Perey Sh oer Se ae ee a 
Be ee ier aa 4-5 Sean, Bae cic ah." 8 cat eerie i er eee = ee Ea) yee res ee ere aa ee er ane ee ee = Uienee peo © cae peri greasy Gar talk eg ae ne re 
: co tameae tT Pe ao Paya pasa C2) See, mo a - BS eS ee i ne ; eins : : a aes | hae reg aig WA ae eae hire Be Gay een Sn, 
ke eg eels eS ee ee Ley Behe | py pag ROR ie i area. BP ae ian ae ge ee Se Se ree «tiger: 5s eagle ok Ag, a ee, eee Ope Meee Frees a) ee nt 
pits es apy A Slee ar a te Ey eagle ge 2 magi eb nL i ame! OSA Re aga Ege Tee RR pee ON rege SO ae. es Ss oS la BOA yee ail | Lae GA ica par eae I LE pec Ae ie Sy le iain ce re ec gO) ae 


Another true-to-life story about some make-believe characters 


What happened when Henry 


went head-hunting 


in Chicago? 


Back in the days when the vamp swooned to the tune of 


“Vagabond Lover”’ , patent-leather hair was standard masculine equipment. 
Nowadays men’s haircuts are shorter. 
But modern Dapper Dans, still greatly concerned about their tonsorial appearance, 


; (( 


still buy lots of hair dresser-uppers and sticker-downers (ls 


to improve it. And the more they buy, the better Henry Doakes likes it. Because 
: Henry hunts heads (as well as sales) for Hairaiser, ‘““The tonic that takes the sorrow 


ar out of parting.” 


In just five years’ time, Hairaiser’s share of the Chicago hair 
tonic market had dropped from 34% to 18%—while Chicago’s hair tonic sales 
generally had increased over 54%. 


So Henry called in Joe, head expert from the Chicago 


Tribune, to try and discover what could be done to raise Hairaiser. 
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According to Tribune statistics, three leading brands owned 72% 


of the Chicago hair tonic market in 1950. But by 1955, practically this same market 


A 
segment { ~~ 10 (73%) was split among eight brands. 
+ ww 


‘Product similarity as well as competition has increased among hair 


tonics,” commented Joe. “But ingredient differences are often minor compared to 


personality differences. WV) ES In fact, motivation studies prove that 


brand personality is vital to success in the personal product field. And advertising 
is the force that can create a strong brand personality for Hairaiser.” 


‘iia 
“Determining Hairaiser’s personality isn’t easy,” « C rs) 
GR ens 


interjected Henry. ‘‘But it’s a job our own company must do. After that we must make 


Hairaiser’s personality known to the biggest number of prospective customers. 
Here’s where you can come in.” 
So Joe did. With statistics showing that hair tonic 
is used by a broad cross-section of Chicago families, il of income or 
occupation. (High-income families account for 48% of hair tonic volume, middle-income 
—35%; white collar—46%, blue collar—48%). The biggest differentiation in 
hair tonic use comes among age groups—with men 35-54 using a whopping 


Finally, Joe announced the name of the advertising medium that makes 


59% of the total. 


the biggest headway with the Chicago hair tonic crowd. (And chances are you 
don’t need a program to know what name he announced.) 
Now maybe you sell headbands or headboards instead of hair tonic. 
But if you want to make headlines with sales in Chicago, call on Joe. Nobody knows 
Chicago like the Tribune. Nothing sells Chicago like the Tribune. And Joe’s 


the joe to give the facts to you. 


Chicago Tribune _ ay 


THE WORLD'S GREATEST NEWSPAPER 
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The Editorial Viewpoint... 


A Most Serious Situation 


It is impossible to exaggerate the seriousness of the situation 
which has developed with the adoption by the Baltimore city coun- 
cil of a tax on advertising. 

Isolated examples of gross receipts taxes aimed at advertising me- 
dia are in existence here and there around the country. But so far as 
we know, there is nowhere in existence a tax levied on the buyer of 
advertising, as is the case in the new Baltimore regulations. 

Advertising is one of the services used by business in the prosecu- 
tion of its efforts to make sales and profits. A tax on this service is 
utterly and completely ridiculous. It should be fought vigorously and 
with unity in every possible manner, including every possible legal 
step. And above all, marketing and advertising and business people 
must exhibit unity in their opposition to a device which can be of the 
utmost danger to the whole economy. 

A tax on advertising makes even less sense than a tax on sales ex- 
pense, or a tax on accounting expense, or a tax on fees paid for legal 
services. Yet if we can argue that there is validity in one, there is 
validity in any of the others. 

Advertising is by definition mass selling—“salesmanship in print” 
according to the old definition. If mass selling and salesmanship in 
print are fit subjects for taxation, why not individual or personai sell- 
ing? And why not, therefore, an equal tax on all salaries and com- 
missions paid to salesmen and on all expenses incurred by salesmen 
in their work? 

Advertising is a selling tool and one of the costs of selling. But so 
are distribution and delivery and service costs of selling. So why not, 
with equal logic, a tax on delivery and service costs? 

The Baltimore city council members seem to have the quaint notion 
that a tax on advertising will hurt only “big” retailers and advertisers, 
and thus somehow equalize opportunities for “non-advertising” small 
business. They could not be more wrong. They are going to discover, 
we believe, that there is no such thing as a “non-advertising” retailer 
or business, and that a great many more fish than they think are go- 
ing to be caught in their net, under any fair definition of what is 
“advertising.” 


It Can't Be So Tough 


Ordinary people can scarcely be blamed if they sometimes wonder 
whether scientific management and economic aptitude really exist, 
when they read of some of the shenanigans big and important com- 
panies frequently go through. 

Not so long ago a man named Avery was personally operating one 
of the busiest revolving doors in America at a well known mail order 
company; now Colgate-Palmolive seems determined to shuffle the 
deck and shake up the place so frequently that the headquarters 
building might just as well be located in the crater of a volcano. 

These monkeyshines damage a business mightily; but the wonder 
is that they don’t damage them more, and more quickly. Momentum 
is certainly a wonderful thing; yet it is wise to remember that it 
doesn’t last forever. 


Search for the Facts 


A good many people, reading the consent decree which the Kansas 
City Star people have just signed, and which requires them to divest 
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—N. M. Lieberman, The Rumrill Co., Rochester, N. Y. 
“Motivation? He’s crazy for it. Writes all his copy on the Dichter- 
phone.” 


themselves of their radio and television station properties, will won- 
der how this affects other newspapers in monopoly cities which also 
own radio and/or television properties. 

Our guess is that, in general, it does not affect them at all in any 
direct sense, although they will naturally follow the Kansas City case 
with more than academic interest. There was no indication, in the 
Kansas City anti-trust case, that there is effective opposition within 
government to common ownership of newspaper and broadcast prop- 
erties. This subject has frequently been discussed by the Federal 
Communications Commission, but FCC’s actions in allocating broad- 
cast licenses pretty well speak for themselves. 

The Kansas City case apparently was decided upon the individual 
facts of that case, and the federal court’s belief that the local situation 


contained strong elements of monopoly. In other single-ownership 


| newspaper cities, the facts may be quite different, even though there 


| is common ownership of newspapers and broadcast stations. 


| 


Broadcasting Needs Stature 


ers to face up to the fact that we 
do not, can not and I think should 
not seek to operate in a_ politi- 
cal vacuum. Broadcasters exerted 
mighty unified effort several years 
ago for the right to editorialize. 
The Mayflower decision was hailed 
publicly in speeches as broadcast- 
ing’s Magna Charta. And yet today 
only a small percentage of broad- 
casters in radio or television are 
facing up to this responsibility. I 
have taken part in discussions at 
Oregon Broadcasting conferences 
frequently during the past few 
years where one broadcaster after 
another lamented the fact that “we 
haven’t gained the stature” that 
other media have. 

To achieve great stature with its 
listeners and viewers, broadcasting 
must itself first achieve such stat- 
ure. Station ownership and man- 
agement must face this challenge 
and let its listeners and viewers 
know what it stands for. Relegat- 
ing such responsibility to panel dis- 
cussions, and to commentators will 
not, I think, ever do the job that 
the people want and have a right 
to expect. And to the degree that 
broadcasting answers this chal- 


What They're Saying ' 


a 


lenge will it prove that it cares 


...I’d like to suggest that the | Just as much about public respon- 
time is long overdue for broadecast- | Sibility as it does about profit. 


~—Gov. Robert D. Holmes, of Oregon, 
speaking at a meeting of Region 8, 
NARTB, in Portland. 


Local Advice 

The one area of marketing 
where you local firms can com- 
pete—and often surpass—your na- 
tionally distributed competition is 


packaging. You sell to a local or | 


regional market. You have to try 
to match your limited dollars 
against giant advertising budgets, 
expensive displays and aggressive 
media promotion. It is tough com- 
petition. But you can develop 
packaging that will be suited to 
your retailers and your consumers. 
No national company can domi- 
nate a market when local firms 
use packaging wisely and effec- 


tively. 
—Rex Paxton, Folding Paper Box 
Assn., speaking before the Indian- 


apolis Advertising Club. 


To End All 

A final reductio ad absurdum is 
at hand for those “Made in Texas 
by Texans” signs, and their varia- 
tions. It’s a placard which reads, 
“Made in Punxsutawney by Punx.” 


—Bill Gold, in The Washington Post 
and Times-Herald, 


Rough Proofs 


| 

| 

| It was bad enough for Notre 
|Dame to break Oklahoma’s long 
| winning streak, but to do it on the 
50th anniversary of statehood was 
slightly less than generous. 


Medical men receive an average 
of 5,041 pieces of direct mail a year, 
a New York supplier reported. 
This sounds like a lot of mail, but 
thus far the docs haven't enlarged 
their waste baskets. 


“On the beach,” asks a classified 
advertiser, “through no fault of 
your own?” 

Yes, sir; the fault was that of a 
big advertiser who changed agen- 
cies without warning. 


More girls marry at 18 than any 
other age, reports Seventeen. 

They plan to fill their hope 
chests after instead of before the 
wedding bells. 


The kind of bookkeeping Inter- 
nal Revenue wants, to bolster ex- 
pense accounts, means that after- 
hours entertainment of customers 
will have to include the paper 
work, too. 


“Contrary to a fairly prevalent 
opinion,” remarks Clarence El- 
dridge, “the people who run the 
better advertising agencies know 
the value of a dollar.” 

The prevalent opinion is mainly 
the result of the work of those 
busy advertising novelists. 


Packaged beer is five times more 
profitable than the average super- 
market product, says Robert M. 
Bennett. 

Perhaps a triumph for tv’s 
wrestling matches and box fights. 


“If we had to put a man on the 
moon, we could do it,” Machine 
Design quotes today’s engineers as 
saying. 

Getting him off might be a little 
harder. 


In his book, “The Big Name,” 
William Freeman says that Grace 
Kelly, who doesn’t use soap on her 
face, gave a hearty endorsement to 
Lux. 

For a worthy cause, no doubt. 


Human nature being what it 
is, Confidential may have trouble 
holding 3,000,000 readers after it 
changes its content to eliminate 
expose stories about the celebri- 
ties of filmland. 


Richard Carter takes a crack at 
dry cereals in an article in Pag- 
eant, which says the premiums in 
the boxes are worth more than 
their contents. 

He’s a Cream of Wheat boy, him- 
self. 


Walt Schwimmer says agency 
clients are too demanding in the 
matter of strictly personal serv- 
ices. 

That’s why he’s no longer an 
agency man. 


Copy Cus. 
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ook Beyond the Page Where 
Your Advertising Appears 


for example, look at The Inquirer’s Sports Pages 


Exclusive Advertising Representatives: 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


a 


Se 


a 


20 N. Wacker Drive 


Vigorous, perceptive writing tells all about 
“the way the ball bounced” and why. The 
event may be the Army-Navy game at 
Municipal Stadium or a suburban high 
school baseball playoff. Highly individual 
columnists’ opinions spice the news diet. 


Through every section of The Inquirer 
you find page-one impact. The Inquirer 
serves, with careful balance, each of a 


newspaper’s responsibilities . . . informa- 


oa 


a 


eg 


?. ion 


CHICAGO 
EDWARD J. LYNCH 


DETROIT 


Penobscot Bidg. 
Andover 3-6270 


RICHARD |. KRUG 
Woodward 5-7260 


tion, aid, entertainment. And thus The 
Inquirer wins its amazing reader loyalty. 


This loyalty moves effectively from editorial 
to advertising columns every day, year 
‘round. And certainly your look beyond 
advertising will explain the need for The 
Inquirer on your next schedule. This view 
has moved more advertisers to place more 
linage in The Inquirer than in any other 
Philadelphia newspaper. 


West Coast Representatives: 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 


Che Philadelphia Prquirer 


Now in its 24th consecutive year of total advertising leadership 


LOS ANGELES 


FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 


Dunkirk 5-3557 
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THE JACK GUENZELS, shown here enjoying a picnic, live in this substantial two-story, three- IN HER MODERN KITCHEN Mrs. Guenzel takes pleasure in 
bedroom home on their 240 acre Nebraska farm. In the past few years, Mr. Guenzel has made preparing desserts for her family. Members of Mrs. Guenzel’s 
continual improvements on his home and today it is as modern as any city-dweller’s. family have hearty outdoor appetites, eat big meals. 


MORE HORSEPOWER...MORE HOUSEPOWER... 


MORE SALESPOW ER! 


For fast sales action, Grocers choose 
Midwest Unit Farm Papers almost 5 to 1! 


mph” eed ng 


HERE’S THE 
DEALER PREFERENCE SCORE 


MIDWEST UNIT 
FARM PAPERS 


Farm 
Magazine A 


11.9% 
Food brokers asked 4,667 dealers: ‘‘In 
6 3% what farm publication do you prefer to 
4 see advertising for the merchandise 
you sell?’’ Their preferences, based on 

a 10.3% return, are shown here. Other : 

2.1% dealer preference surveys available. 
on request. 


Farm 
Magazine B 


a 


Farm 
Magazine C 


rE Sn 
oN z ; + 


“4 - 4's st . 5 “S aes ‘ va “y : = ay me? " x Ee 
GROCERY SHOPPING IS A FAMILY MATTER for Mr. and Mrs. Guenzel and Only the five publications of the Midwest Farm Paper Unit offer complete and 
their two sons, Johnny, 5, and Tommy, five months. The size of those grocery deep penetration of this richest farm market in the world. 


bags indicates why farmers are such good customers for Midwest retailers! 
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POLLED HEREFORDS AND PUREBRED SHEEP are Guenzel specialties. The land he cultivates LIKE FATHER LIKE SON. The Nebraska Farmer is a welcome 
is for feed and small grain. Here, in the Midwest, farming means big business and good living. sight in the Guenzel family. ‘“Farming in Nebraska has its own 
Capital investments of Midwest farmers are twice the national average. special problems and I can depend on the Nebraska Farmer to 


have the answers for them.” 


IT’S GROWING FAMILIES LIKE JACK GUENZEL’S of rural Lincoln, 
be Nebraska that make the Midwest farm market so important to food 
manufacturers, distributors and retailers. 

Bear in mind these facts about the 8 Midwest states as a market 
for foods: 


@ ALTHOUGH FARM FAMILIES STILL PRODUCE ABOUT 40%, OF THEIR 
FOOD, THEIR PURCHASES OF PACKAGED FOODS AVERAGE MORE THAN 
43°; HIGHER THAN THOSE OF CITY FAMILIES. 


@ FARM FAMILIES AVERAGE LARGER, OUTDOOR APPETITES ARE BIGGER, 
MORE PERSON-MEALS ARE SERVED BECAUSE MEN ARE HOME FOR 
NOON MEALS AND FOR MORNING AND AFTERNOON LUNCHES. 


@IN THE MIDWEST, FARMING IS BIG BUSINESS AND GOOD LIVING; 
FARM INCOMES ARE ALMOST TWICE THE NATIONAL AVERAGE. 


The medium to use to make the most of the opportunity the Midwest 
farm market offers is the Midwest Farm Paper Unit, preferred by 
farmers by a better than 3 to 1 margin over the second ranking publi- 
cation. By a score of 6 to 1 nine different categories of retailers say 
these publications give them the best results in sales. Advertisers a 
themselves have found these localized publications their best buy, as ee 
substantiated by the fact their linage has increased 50° since 1948 poe pa gran ye pene er < ~ 
compared with 7%, for the farm publication in second place. So buy find on Midwest ctothagy ems: chow Midwest thius taal ouamaes 
the Unit for more Midwest Salespower—one order, one plate at a larger than city families and are bigger buyers of packaged foods. 
substantial saving in rates. 


SELL FIRST WHERE SALES COME FASTER AND BIGGER 
... through the midwest medium that gives you MORE! 


The reason more advertisers are putting the Midwest Farm Paper Unit at prestige because their farm family subscribers know these publications are 
the head of their farm market schedules is the need to make advertising published exclusively for them. 


more selective. Coverage in the world’s richest farm market is basic and : 
the Midwest Unit Farm Papers offer: MORE IMPACTSs Your interests are best served by the medium 


that is directed at the local level, caters to local needs and closer coopera- 


MORE ADVERTISING FLEXIBILITY: Localized Mid- tion from local dealers. 


west Unit Farm Papers allow you to key your advertising to each of their : ; 
respective markets. Vary product, copy appeal, timing and size if you wish. MORE DIRECT RESULTS: Midwest Unit Farm Papers let 


List your dealers by states. you pin-point your sales efforts, gear them to sales potentials, check the 
: results in sales. No other medium can give you such complete penetration 
MORE PRESTIGE: Midwest Unit Farm Papers enjoy highest __ in the basic farm market. 


. ; oe ~~ 2 % , . 
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Advertislahahe FARMING IS BIG BUSINESS AND GOOD LIVING 


MIDWEST 27/2" UNIT 


SALES OFFICES AT: 35 E. Wacker 
Drive, Chicago 1 . . . 250 Park 
Avenue, New York 17, New York 
... 110 Sutter Street, San Fran- 
cisco 5... 672 South Lafayette 
Park Place, Los Angeles 57. 
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American Assn. of Newspaper 
Representatives last week that 
“newspaper packages’’—groups of 
newspapers blanketing large in- 


In 1958 Sell Dailies in 
terurban areas—are the coming 


Sell Fort Wayne's Billion Dollar Multi-Market po 


Market With Full Color PRE: Groups: Bondy ails enblen ae eecuwn 


California interurban market 
(from San Francisco through Los 
New York, Nov. 19—Newspa-|Angeles to San Diego) and anoth- 
pers have been advised to start/er covering the East Coast from 
offering “packages” to advertisers | Boston to Richmond. 
in order to maintain their share of 
the national advertising dollar. ® Such packages, he said, “do not 
Anton W. Bondy, print media | come into being easily unless there 
manager of Lever Bros. and chair-| is some bond of ownership,” but 
man of the newspaper committee | “joint selling by newspapers in a 
of the Assn. of National Adver-| given geographical area most cer- 
tisers, told a meeting of the! tainly can be productive.” 


A spacious new plant with 10 new Goss Headliner 
presses will soon enable us to serve you better than 
ever before. We'll move in early in 1958 and within 
a short time ROP full color will be available for the 
first time in Fort Wayne. Plan now to include Fort 
Wayne on your 1958 color schedule. 


FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel ©. 1He JOURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicaego—Detroit—San Francisco 


16 Advertising Age, November 25, 1957 


Mr. Bondy also said that infor- 
mation from the American Assn. 
of Advertising Agencies indicated 
the average national advertising 
line rate to be 55.8% higher than 
| the average local rate. 

“The ANA,” he said, “does not 
undertake to question the level of 
newspaper rates as such but rather 
is concerned with the differential 
which it considers discriminatory.” 

He added: “As national adver- 
tisers we must also point out that 
the existence of a differential rep- 
resents a subsidy to the private 
brands promoted by large retail 
chains with which nationally ad- 
vertised brands must compete.” 


® Newspapers, however, “have 
been moving in the direction of 
establishing volume and frequency 
discounts to encourage national 
advertisers” to use the medium. 
With this trend in mind, the ANA 
“is preparing an up-to-date report 
listing the daily newspapers which 
now offer volume and frequency 
discounts and will distribute the 
list to all ANA members.” This 
step, he said, would make the ANA 
“aware that more newspapers 
seem interested in offering dis- 
counts which can help close the 
wide gap between national and lo- 
cal rates.” 

Mr. Bondy advised agaifst news- 
papers setting their discount struc- 
tures on an independent basis. 
“Leaders in the newspaper indus- 
try might well look for some uni- 
form standard of setting sliding 
scales.” 


s “Take a look at Sunday comics 
section rates some time,” he said. 
“I think you'll be amazed. The 
wide divergencies in rates and dis- 
count structures are very hard to 
rationalize for any list of inde- 
pendent comics sections you care 
to examine.” Then he added: “You 
people make it awfully hard to buy 
Sunday comics.” 

Newspapers invariably are on 
national advertisers’ media lists for 
new product introductions, pro- 
motions, deals and coupon redemp- 
tion insertions, he said, but this 
is not true for “the real big stuff” 
—regular campaign copy. 

The reasons behind this: The 
creative or copy approach may be 
| better suited to another medium; 
| advertisers may have a mental pic- 
|ture of newspapers as a medium 
lonly for “special” purposes; or, 
agencies or advertisers “may have 
a belief that newspapers are just 
ee too expensive.” 


“The national advertiser,” ex- 

| plained Mr. Bondy, “makes com- 
| parisons in terms of cost per thou- 
|sand messages delivered or in 
terms of total dollars needed to 
| cover the country. When either of 
| these yardsticks is used newspaper 
|costs often may not show to ad- 
vantage competitively.” = 


Agency Exec Sues NBC; 
Charges Stolen Idea 

| Barr Farnol, tv and radio direc- 
itor of Dubin, Feldman & Kahn, 
Pittsburgh, and a speech instructor 
at the University of Pittsburgh, has 
filed a $2,500,000 suit in U.S. dis- 
trict court against National Broad- 
casting Co., charging the network 
|with stealing his idea for a tv 
lshow. The suit charges that NBC 
|last month began televising a show, 
\“What’s It For?”, which Mr. Far- 
nol says has the same name and 
format as that of a type of show 
he originated in 1952. 

Mr. Farnol has asked the court 
to enjoin NBC from further using 
ithe show and seeks payment for 
the shows already produced. 


Hanna Joins Gore Smith 

Loy Hanna, formerly with Ehr- 
lich, Neuwirth & Sobo as director 
of new business, account executive 
and plans board member, has 
joined Gore Smith Greenland, 
New York, as group account super- 
visor and member of the plans 
board. 
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Use of Ratings by ‘Smart Money’ Stations 
Proves Their Value, Says Blair's Dorrell 


New York, Nov. 19—‘“Ratings 
are a must. Like the media they 
rate, they are inescapable and ir- 
replaceable,” Ward Dorrell, vp of 
John Blair & Co., today told the 
regular monthly buying and sell- 
ing seminar of the Radio & Tele- 
vision Executives Society. 

“Of the 3,000 radio and 500 tv 
stations in the U. S.,” Mr. Dorrell 
said, “the ones that subscribe to 
ratings, with but few exceptions, 
are the foremost stations, and 
those that don’t straggle along.” 

Stressing that “smart money 
respects and uses ratings,” Mr. 
Dorrell pointed out that “smart 
money in print long ago recog- 
nized the importance of radio and 
tv and bought into the industry. 
Witness Time Inc.’s latest $15,- 
000,000 additional investment in 
station properties. Witness smart 
money in print, like the New York 
Times with its fine WQXR, or the 
Daily News with its WPIX. Do not 
pretend the electronic medium is 
small beer.” 


s Noting that when he started in 
the advertising business in the 
1920s, “emotional hunches took 
the place of measurements,” Mr. 
Dorrell said, “There were no rat- 
ings. The client’s wife was so 
young and so full of biological 
persuasion that her whim was law. 

“In spite of complaints and de- 
rision about ratings,” he said, “I 
would rather have them than the 
Napoleonic dictate of a corporate 
tyrant, the whim of the presi- 
dent’s wife, or the dealer-intimi- 
dated vote of the combined re- 
gional sales managers. 

“Qualitative information is in- 
dispensable,” he said, “because our 
U.S. population is tremendously 
diverse, varying substantially from 
market to market. 

“Hep subscribers to rating 
services,” he said, “today know 
how to extract the full qualitative 
aspects in accurate audience com- 
position data. Reputable stations 
and representatives have a wealth 
of reliable information for you. 


® “Take these men into your con- 
fidence,” he urged. “They can 
help you in many ways. Also, take 
advantage of the more and more 
information available to you in 
detailed area studies. 


“Ratings themselves, as any 
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agency person well knows,” Mr. 
Dorrell said, “are but one of the 
many elements that enter into 
an advertising campaign and its 
over-all planning. Ratings are but 
one of the many measures, which 
—in conjunction with qualitative 
information and the advertiser’s 
own experience and highly spe- 
cialized knowledge—enables a 


business to make sensible deci- 
sions and conduct its affairs sen- 
sibly and successfully.” # 


Wulfeck, Donaldson, Johnson 
Reelected to Top ARF Posts 
Dr. W. H. Wulfeck, chairman 
of the executive committee of 
William Esty Co., has been re- 
elected to a second one-year term 
as chairman of the Advertising 
Research Foundation. Also re- 
elected were Ben R. Donaldson, 
director of Ford Motor Co.’s insti- 
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tutional advertising, vice-chair- 
man, and Arno H. Johnson, vp of 
J. Walter Thompson Co., treas- 
urer. William A. Hart and A. W. 
Lehman will continue tp serve as 
ARF’s president and managing 
director respectively. 

New members of ARF’s board 
are William R. Farrell, ad direc- 
tor of Monsanto Chemical Co.; 
Donald S. Frost, Bristol-Myers Co. 
vp; Charles L. Rumrill, president 
and board chairman of Rumrill 
Co.; Dr. Lyndon O. Brown, vp for 


media, merchandising and re- 

search, Dancer-Fitzgerald-Sample; 
Donald M. Hobart, senior vp of 
Curtis Publishing Co., and John 
= Hartman, Bill Bros. Publica- 
ons. 


Fields Heads Research 


Armond Fields has been ap- 
pointed research director of Mac- 
Farland, Aveyard & Co., Chicago. 
He was formerly assistant research 
director in the Chicago office of 
McCann-Erickson. 


There’s a million-dollar | 


es “4 


Don McNeill’'s Breakfast Club (9 to 
10 am) features comic Sam Cowling, 
comedienne Fran Allison, vocalists 
Jeril Deane and Dick Noel, Eddie 


Ballantine's orchestra. 


The Jim Reeves Show (1 to 1:55 
pm) features vocalists Dolores Wat- 
son and Buddy Hall, The Anita Kerr 
Singers, Owen Bradley's orchestra. 


afternoon 


The Herb Oscar Anderson Show (10 
to 19:55 am) headlines singers Don 
Rondo and Carole Bennett, The Satis- 


fiers, Ralph Hermann’s orchestra. 


The Jim Backus Show (2 to 2:55 
pm) headlines songstress Betty Ann 
Grove, baritone Jack Haskell, The 
Honeydreamers, Elliot Lawrence's or- 


chestra. 
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Advertising Age, November 25, 1957 


Don't Sell Space; 
Sell Advertising, 
Buzby Urges t.f. Unit 


New York, Nov. 19—Industrial 
advertising would be sold better, 
and consumer magazines would 
find it harder to carry industrial 
advertising, if business paper space 
salesmen would sell advertising 
instead of space, Carroll Buzby, 
president of Chilton Co., said yes- 


terday. 

He spoke to the Eastern t.f. Club, 
whose members are business pa- 
per space salesmen. 

He told them their jobs would be 
half completed, and they’d be twice 
as effective, if they would ap- 
proach selling from the viewpoint 
of the ones they’re trying to sell. 

“When you call on somebody, 
how well have you thought out 
why this poor devil should spend 
$10,000 in your magazine?” he 
asked. 


The most compelling reason, he 
said, is the commission on the sale. 


a “Too often you talk about in- 
quiries, subscription renewal per- 
centages and how your competi- 
tors are lunkheads,” he said. “Too 
many times you're selling space, 
not advertising. 

“Do you really believe in adver- 
tising? Do you ever call on.a sub- 
scriber, a reader of your magazine, 
to find out how he feels?” 

Mr. Buzby’s remarks prefaced a 


repeat of the talk he made last 
spring in Pittsburgh at a workshop 
session of the Assn. of National 
Advertisers (AA, April 22). In that 
speech he said readership quality 
gives publication value, not wheth- 
er circulation is paid or con- 
trolled. # 


Connecticut PR Men Elect 
Reginald J. Alden, Longmead- 
ow, Mass., pr counsel, has been 
elected president of the Connecti- 
cut Valley chapter of the Public 


Sales staff on American 
—and you can own it 


The Merv Griffin Show (7:15 to 
7:55 pm) features singer Darla Hood, 
The Spelibinders, Jerrry Bresler’s or- 


chestra. 


evening 


The Bill Kemp Show (8 to 8:55 pm) 
headlines vocalists Peter Hanley and 
Betty Holt, The Upbeats, Neal Hefti’s 


From morning to night, five days a week, you can have American Radio's 
million-dollar sales staff selling your product exclusively to millions of peo- 


ple everywhere. 


Here’s how it works: When you buy a five-minute program unit in any one 
of American’s hour-long, weekday musical shows, you automatically lock 
out competition for the rest of that hour — all week. 

Here, for the first time in years, is a brand-new advertising franchise. 
Nowhere else in all mass media can you buy this kind of salesmanship 


and product exclusivity. 


the lle one is 


orchestra. 
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Relations Society of America. Oth- 
er officers elected are Chauncey 
G. Welton, president of Chauncey 
G. Welton Co., West Hartford, 
secretary; Stanley E. Withe, Au- 
tomatic Voting Machine Co., 
Jamestown, N. Y.; John E. Elis- 
worth, exec vp, Ensign Bickford 
Co., Simsbury, Conn., vps; and Al- 
fred F. Kacynski, assistant direc- 
tor of public relations and adver- 
tising, Connecticut Bank & Trust 
Co., Hartford, treasurer. 


New Cake Mix Bows Dec. 15 

A new Betty Crocker flavored 
cake mix, black walnut, will be put 
on the market Dec. 15 by General 
Mills Inc. Consumer advertising to 
break about that time will include 
color spreads in American Home, 
Better Homes & Gardens and La- 
dies’ Home Journal. Color pages 
will appear in Look and The Sat- 
urday Evening Post. Also slated is 
advertising on “Burns & Allen” 
(CBS-TV), in Parade, This Week 
and several store distributed mag- 
azines. 


ARE YOU COVERING 


How many people are there on 
today’s corporate “‘decision team’’? 

Who are the people within a 
company who have the most to say 
about buying your product or service? 

Are your salesmen calling on the 
right people? 


Answers to these and other 
questions of paramount interest 
and importance to those selling 
the managerial market today 
are to be found in the just pub- 
lished report, “How Business 
Buys.” This major marketing 
report is the result of the com- 
bined efforts of the Marketing 
Services Company of Dun & 
Bradstreet, Inc., Benson & 
Benson, Inc., an independent 
research organization of Prince- 
ton, N. J., and the Marketing 
Division, Advertising Depart- 
ment of “U.S.News & World 
Report.” 


For a copy, ask your 
advertising agency or write 
on your company letterhead 
to “U.S.News & World 
Report,” 45 Rockefeller 
Plaza, New York 20, N. Y. 


U.S.News 


s World Report 


Now more than 960,000 net paid 
circulation. Three out of four sub- 
scribers hold managerial positions 
in business, industry, finance, gov- 
erment, and the professions. 
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PARTNER 


General Joseph T. McNarney, President 
of Convatr, cites business magazines 
for their aid in aircraft development 


“Many of the principles of aerodynamics and structural engineering used in our B-58 
‘Hustler’ were unknown—or only imperfectly realized—by our engineers when they 
received their formal education. That they use the newest technology in their daily 
work is a tribute to their continued study and their effective use of the business 
press. We at Convair are grateful to the business magazines’ indispensable role in 
keeping our people informed on new developments—while they are new” 


At Convair, 2,874 Key Men Pay to Read 
One or More McGraw-Hill Magazines 


Partners in Business—McGrtaw-Hill editors have one primary mission: to 
help business leaders and technicians keep abreast of the latest advances 
in their respective fields. This basic concept builds an alert, interested 
audience that responds to your advertising messages. Concentrating 

your advertising in McGraw-Hill magazines is the most 

efficient way to reach your major markets. 


McGraw-Hill 
Publications 


McGraw-Hill Publishing Company, Irtc. ‘@: 
ABD 330 West 42nd Street, New York 36, N.Y. * 
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Newest Addition to American Air Power 


Convair’s B-58 ‘Hustler’ is America’s first supersonic bomber. Designed to 
fly at speeds equivalent to twice that of a .45-calibre bullet, it is an outstanding 
example of how American industry and the Air Force are working together 
to meet the challenges of the new jet age. 
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Ignore Gimmicks, Tiffs, Sensationalism, 
but Heed Motivation Studies, Says Newman 


Boston, Nov. 19—‘Motivation 
research is fundamentally sound, 
and business executives cannot 
afford to ignore it,” says Prof. 
Joseph W. Newman, of the Har- 
vard business school faculty, 
whose book “Motivation Research 
and Marketing Management” was 
published Nov. 15. 

Prof. Newman told business 
men: “The application of behav- 
ioral concepts in business is lead- 
ing to important advances in 
knowledge of people’s wants and 
how their wants are, and can be, 
met through goods and services. 
Inasmuch as the rationale for 
economic activity is the satisfac- 
tion of human wants, this kind of 
information is of first importance. 

“It is basic, for example, to the 
answering of the important ques- 
tion, ‘What should a product be?’ 
It also is fundamental in deter- 
mining how products should be 
made available to people, how 
business can communicate effec- 
tively to people about the prod- 
ucts and services offered, and how 
business can establish and main- 
tain more satisfactory relation- 
ships with its customers,” he said. 


® Prof. Newman warned business 
executives against being misled as 
to the basic nature of the motiva- 
tion research development by sen- 
sationalized writing, by unusual 
advertising gimmicks such as sub- 
liminal projection or by research 
fraternity squabbles. 

In his book, based on a two- 
year study, Prof. Newman studies 
motivation research from the 
standpoints of marketing concepts 
and their development, and what 
motivation research means for 
marketing management. Included 
are details of research studies 
made for State Farm Mutual Au- 
tomobile Insurance Co., Pan- 
American Coffee Bureau, the Chi- 
cago Tribune (on automobiles and 
what they mean to Americans), 
Donahue Sales Corp., Jewel Tea 
Co., and a study on dieters. 

“What marketing needs,” Prof. 
Newman says in his book, “for 
greatly accelerated progress is 
new, or at least much better de- 
veloped, concepts of the things in 
which it deals.” 


® This can be brought about, he 
says, by freedom from the restric- 
tive features of past ways of 
thinking and researching. There 
are two essential elements in sci- 
entific thinking, he says. These 
are (1) getting ideas or hypothe- 
ses and (2) the testing of them. 

In marketing research, he says, 
the great bulk of attention has 
been given to the second step 
rather than to getting ideas to test. 

Idea getting, however, is com- 
ing in for new emphasis and more 
scientific attention. “Research is 
being undertaken specifically to 
help give rise to the ideas which 
later may be the subject of re- 
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search in the evaluative sense,” 
he says. 


= On the variety of techniques 
employed in motivation research, 
Prof. Newman reminds the reader 
that behavioral specialists differ 
in training, experience and think- 
ing. “No one has a complete back- 
ground in any one of the behav- 


ioral fields, much less in all of 
them,” he says. The fields them- 
selves are in a young stage of de- 
velopment even though important 
advances have been made, he 
emphasizes. 

“An adequate explanation of 
consumer behavior will be devel- 
oped only when the psychological 
aspects are treated together with 
the cultural, interpersonal, situa- 
tional, economic and _ material 
which determine how man’s needs 
finally are handled,” Prof. New- 


man stresses. 

The book includes “observa- 
tions” relating to research tech- 
niques such as direct questions, 
qualitative or depth interviews, 
the group interview and projec- 
tive techniques. “There is no such 
thing as an inherently valid tech- 
nique irrespective of the manner 
or situation of its use,” he says. 


® Looking to the future, Prof. 
Newman sees an era of greatly 
expanded cooperative efforts by 


Advertising Age, November 25, 1957 


behavioral scientists and market- 
ers. 

“There are many problems to 
be met in the course of seeking 
more useful information about 
people and in learning to apply it 
once it has been obtained,” he 
says. “So we should not expect 
too much too soon.” 

“Motivation Research and Mar- 
keting Management” is published 
by Harvard’s division of research. 
The book has 525 pages and is 
priced at $7.50. # 


NEW PROFIT OPPORTUNITIES 


In Italy 


Imports from U.S. 


reach a record 


$520 million 


Tealy is becoming one of the fastest growing markets 
for American goods. Last year, imports from the U. § 
jumped 47% to reach an all-time record of $520 million. 
This year, with quantitative restrictions lifted from a 
further 32% of her dollar imports, the potential is even 
greater. 


She can import more goods because the whole country 
is booming. New industries are springing up while 
established ones are expanding. Total Italian produc- 
tion has doubled since the war. Last year, for example, 
Italy’s automobile production rose to a record total of 
316,000—five times the prewar rate. 


Which American goods go into this vast shopping 
basket? A current breakdown includes the following 
commodities: 


¢ For industry: machine tools, precision instruments, 
chemicals, aircraft, automobile parts. tractors, office 
machinery, paints and varnishes. 


¢ For consumers: automobile accessories, gasoline, 


pharmaceuticals, toiletries, cosmetics, clothing, house- 
hold goods, foodstuffs, cigarettes, movies. 


One magazine hits the top of the market 


What is the quickest, most economical route to this 
market? A single magazine: Reader’s Digest. 


In Italy, Selezione del Reader's Digest is read by 
over half a million families—most of them in the upper- 
income groups. 


a 


Photo: Courtesy Fiat of Turin 


These families represent your best prospects in Italy, 
because they have more and they spend more. 


Reader’s Digest families own three times more 
cars, four times more TV sets than the national 
average. 
That’s why Selezione del Reader’s Digest is used by so 
many big U. S. companies, among them: Caterpillar, 
Douglas Aircraft, Champion Spark Plug, Monsanto, 
Timken, Remington Rand, Shell, Esso, Eastman Kodak, 
Gillette, Lorillard, Palmolive, J. B. Williams, Zenith. 


These and many more /ocal Italian companies are 
buying more pages in Selezione than ever before.* 


**Si parla italiano”’ 


In Italy, as elsewhere, the Digest speaks the language 
like a native. Subscribers rate Selezione their favorite 
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Hathaway Elected OAAA Head| GF Tests Dream Whip 


Odell S. (Bob) Hathaway, owner 
of Midport Co., Middletown, N. Y., 
is the new president of Outdoor 
Advertising Assn. of America. He 
succeeds Fred C. Beseler, who 
moves up to board chairman of the 
OAAA,. George L. Knapp Jr., of 
Tulsa Advertising Co., Tulsa, is the 
association’s new vp, succeeding 
Mr. Hathaway. Willard D. Bil- 
lingsley, manager of the Baird Co., 
Little Rock, was reelected treas- 
urer. 


magazine by almost two to one: 75.9% have read it for 
three years or more; more than 70% say they devote 
more time to Selezione than to any other publication. 


Why do so many people the world over read the Digest 
—and read it so thoroughly? Because people have faith 
in this magazine, the kind of faith that leads to action. 


That is why more companies around the world 
place more pages of advertising in Reader’s 
Digest than in any other magazine. 


Published in 13 languages and 101 countries, Reader’s 
Digest has the world’s largest magazine circulation. 
More than 19 million copies are bought every month 
and seen by an audience of 65 million people. You can 
advertise in all 29 editions, or just one, or any com- 


bination you choose. 


General Foods Corp. is currently 
testing a new dry mix powder for 
a dessert topping in three markets 
—Cincinnati, Philadelphia and 
Boston. Local newspapers, Sunday 
supplements, television spots and 
sampling are being used. The com- 
pany has no immediate plans to 
place the new product called 
Dream Whip into national distri- 
bution, a spokesman said. Young 
& Rubicam is handling the adver- 
tising. 


—_ 


While the Italian car like the Fiat (above), is finding ready buyers throughout th 
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Adam Young Units 
Add Staff, Stations 


New York, Nov. 19—There is 
staff and station news from all 
the Adam Young companies. 

Young Television Corp. has add- 
ed three stations to its represen- 
tative list: WNOW-TV, York, Pa.; 
and two new grantees, WLOF-TV, 
Orlando, Fla., and KGHL-TV, 
Billings, Mont. 

At the same time the tv repre- 


_ 


e free world, Iraly imports more U. S, goods than ever. 


sentative has promoted Peter F. 
Yaman to eastern sales manager 
and added Augustine L. Cavallaro, 
formerly with WKIT, Mineola, 
N. Y., to the sales staff. 

Adam Young Inc., the radio 
counterpart of Young Television, 
has added KVAN, Vancouver, 
Wash.., to its list of stations. 

Meanwhile, Young Representa- 
tives, the recently formed sub- 
sidiary which specializes in repre- 
senting am outlets in medium- 
size markets, has added three 


For an analysis of how Reader’s Digest covers your 
overseas markets, phone or write to: Reader’s Digest, 
230 Park Avenue, New York 17... New Center Bldg., 
Detroit 2. . . Prudential Plaza, Chicago 1 . . . 6251 
Wilshire Blvd., Los Angeles 48 . . . 235 Montgomery 


Street, San Francisco 4. 


*e.g. In the period January through October, 1957, Selezione carried 
58 more pages of advertising than in the first ten months of ’56. 


People have faith in 


JReaders Digest 


The largest magazine circulation in the world 
Over 19 million copies bought monthly 
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stations for a total of 13, plus one 
regional group. The newcomers: 

Mobile, Ala.; WNOW, 
York, Pa., and WAEB, Allentown, 
Pa. 

Added to the sales staff of this 
company was Pierce Foster, for- 
merly of Dancer-Fitzgerald-Sam- 
ple. # 


Adams Says Salesmen Are 
Unaware of Own Company Ads 


In a speech to the New York 
Dotted Line Club by Fred Adams, 


-|president of G. M. Basford Co. 


(AA, Nov. 18), the speaker re- 
ferred to company salesmen, not 
space salesmen, as ADVERTISING 
AGE reported. 

Mr. Adams told the club that 
company salesmen are not aware 
of their company’s advertising, 
therefore do not use it as a selling 
tool, and that there is a need for 
business paper advertisers to mer- 
chandise their advertising program 
to their salesmen. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


A Soa st Oe at is 


~ 


Now—in many markets-- three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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If you sell through Industrial Distributors, 
keep their salesmen under “‘full steam” with... 


P.S. And if you don’t, 
find out what they can 
do for you. Write for 
34.new free handbook, 

industrial Distributors’ 


Industrial Distribution 


A McGraw-Hill Publication (ABC-ABP) New York 36 


Marshall & Coch Names 
McArthur; Adds Long Corp. 

Marshall & Coch Advertising, 
New York, has appointed Thomas 
L. McArthur, formerly on the art 
staff of Architectural Record, an 
art director. 

Marshall & Coch also has been 
named to handle advertising for 
David E. Long Corp., manufactur- 
er of Del. protective coatings and 
synthetic rubber compound. Busi- 
ness publications and direct mail 
will be used. 


Advertising Age, November 25, 1957 


Judge Upholds Copyright 
of Kitchens of Sara Lee 

Judge Harold P. Burke has ruled 
in federal court in Rochester, N.Y., 
that Nifty Foods Corp., Brockport, 
N.Y., had infringed on a copy- 
right of Kitchens of Sara Lee Inc., 
Chicago, which markets frozen 
cakes. The infringement dealt with 
a copyright on labels used on the 
Sara Lee products. Judge Burke 
denied a claim by the plaintiff of 
trademark infringement and a 
claim of unjust enrichment. 


We’ve counted the sales of major appliances and 
radio-television sets sold in the Greater Cleveland 
market last year. Now you can see these sales in 
complete detail ... by TYPE of appliance, by 
DEALER volume and TYPE of DEALER 
and by AREAS of Cuyahoga County and 29 


eoled by the 
penann wait CHALE 


wi Cleveland 1s a GREAT 
'/ APPLIANCE MARKET 


you can see just how great in the new Plain Dealer Appliance report... 


adjacent counties. 


It’s a market LARGER than 
each of 36 entire states 
and the ONLY 


- = 


eee en 


«Nee 


If you manufacture, distribute or advertise stoves, 
refrigerators, freezers, washers, dryers, air condi- 
tioners, radios or television sets, The Plain Dealer 
report gives you an excellent trend picture in 
the greater Cleveland market. This report is 
yours for the asking. Write, wire or phone 


The Plain Dealer today. 


The Plain Dealer sells two great 
RETAIL MARKETS Cleveland *2% billion 
26 adjacent Counties *2 billion 


rota, *4%, bition 


RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* 
COMMODITY cuvanooa county “counties” TOtAL 
(000) (000) (000) 
Total Retail Sales 2,247,897 1,999,804 4,247,701 
Retail Food Sales 549,318 484,163 1,033,481 
Retail Drug Sales 85,930 55,457 141,387 
Automotive 382,082 390,920 773,002 
Gas Stations 120,031 157,081 277,112 
Furniture, Household Appliances 124,695 102,572 227,267 
(Source, Sales Management Survey of Buying Power, May 10, 1957) 


Cleveland Newspaper that ‘ 
sells this WHOLE MARKET is... The Cleveland Plain Dealer 


*Akron, Canton and Youngstown’s Counties are not included in above Sales. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, 


San Francisco and Loe Angeles. Member of Metro Sunday Comics and Magazine Network. 


'Gizzle-Snip? Can’t 


Help You, Concedes 
Bell Yellow Page Ad 


Detroit, Nov. 19—Michigan Beil 
Telephone Co. is using a series of 
odd creatures in a campaign 
launched this month in a variety 
of local media to increase use of 
Yellow Pages. 

Rather than giving examples of 
products and services that can be 
located in the Yellow Pages, Michi- 
gan Bell’s campaign features things 
that are not listed there. Scheduled 
to appear are a cast of characters 
that may well be waiting for Sput- 
nik if it ever gets to the moon. They 
include a Gizzle-Snip, a sort of 


© Michigan Bell Telephone Company. 1957 


GIZZLE- 
SNIP? 


If it’s not in the 
Yellow Pages maybe 
there’s no such thing. 


pelican with scissors for a beak; 
a Wiggle-Wimp, a sprite with rock- 
ers instead of feet, and a Bobble- 
Snork, which skates on a unicycle 
growing from its tail. 


= “If it’s not in the Yellow Pages,” 
say the ads, “maybe there’s no 
such thing.” 

This is Michigan Bell’s first 
agency-produced campaign for its 
Yellow Pages. Newspapers, 24- 
sheet posters, ten-second tv spots 
and one-minute radio commercials 
are being used, prepared by N. W. 
Ayer & Son. Ayer has been Michi- 
gan Bell’s agency since 1935, but 
until now the company handled its 
own Yellow Pages advertising. This 
marks the first use of a single cam- 
paign theme in all media. Unusual 
sound effects have been developed 
for radio and tv to fit the make- 
believe creatures. # 


‘News Front’ Boosts Base 

News Front, New York, con- 
trolled circulation picture news 
monthly, has increased its circu- 
lation from 40,000 to 50,000. The 
magazine goes to management 
executives in the U. S. Current 
advertising rates will remain ef- 
fective until February, 1958, when 
b&w pages will advance from 
$785 to $975 and four-color pages 
will go from $1,275 to $1,580. 


NEW YORK 
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THE HOUSTON — 


~eane 


16,206" 


MORE THAN THE POST 


62,999 


MORE THAN THE PRESS 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 


THE BRAMHAM COMPANY — National Representatives 


AND on Sundays the 
Houston Chronicle has 
the LARGEST CITY 
ZONE CIRCULATION 
in Texas .. . with 
28,041.* MORE THAN 
HOUSTON’S OTHER 
SUNDAY NEWSPAPER! 


*Based on a comparison of 
Publishers’ Statements to 
the ABC for period ending 
Sept. 30, 1957. 
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Madison Ave. Seeks Public Approval Lest 
Public Distrust Ads, Says ‘Holiday’ Article 


PHILADELPHIA, Nov. 19—Copy- 
writer Stephen Birmingham of 
Doherty, Clifford, Steers & Shen- 
field, is now added to the legions 
of writers who have maligned, 
praised, derided, ignored, over- 
played, underplayed or libeled 
famed Madison Ave. 

His treatise, “The Minstrels of 
Madison Ave.,” in the December 
issue of Holiday, is filled with 
humorous anecdotes. The author, 
while admitting that Madison Ave. 
is not the Main St. of advertising 
(Fifth Ave. now has more agencies 
than Madison Ave., 192 to 145), 
takes the writer’s license to prove 
that it is. 

“You can accuse Madison Ave.’s 
upstairs of being too pompous,” 
writes Mr. Birmingham. “You can 
also accuse it of being too flip- 
pant. The advertising business 
often seems to take itself too seri- 
ously—and often seems not to 
take itself seriously enough. 

“But you cannot accuse it of not 
wanting you to like it. Madison 
Ave. wants its advertisements 
to be attractive, interesting and 
informative. It wants its televi- 
sion commercials to be sprightly 
and unobstrusive. 


s “Nor can you accuse Madison 
Ave. of being lazy. With a kind of 
joyous dedication common to all 
advertising people, the offices on 
Madison Ave. are often busy long 
into the night. 

“And Madison Ave. is optimis- 
tic. Advertising men point out 
that theirs is a young business. It 
is busily booming today—the 
boom is only about a decade old.” 

Mr. Birmingham says Madison 
Ave. is a disappointment to the 
person looking for flash and 
uniqueness in architecture. At 
street level, he describes it as 
“conservative and Londonish.” 

“It requires a leap of the imag- 
ination to realize that in the upper 
stories of these polished buildings 
are business men at conference 
tables busily worrying, in one way 
or another, about you. You the tv 
audience, you the magazine read- 
er, you the American consumer.” 

The author adds that admen are 
also beginning to worry about the 
consumer as the jury and opinion 
setter, because “if you misjudge 
Madison Ave.’s people, you may 
soon mistrust Madison Ave.’s 
products—its commercials, jingles 
and ads.” 


® His description of the agency 
business includes the statement 
that getting a client to approve an 
ad “can be a backbreaking and 
heartbreaking experience.” 

He uses the illustration of the 
disapproval of the cooking-oil 
company president with a series 
of ads presented by the agency, in 
which golden-brown fried clams 
were shown in numerous appetiz- 
ing settings. The account execu- 
tive finally threw up his hands 
and pointed out that there is a 
limit to what you can do with 


fried clams. The president 
scratched his chin and said, “I’m 
sorry, I just don’t like fried 
clams.” 


“In its search for more profes- 
sionalism, Madison Ave. has 


MILLIONS 


Contest entries by the hundreds of 
thousands, requiring millions of han- 
dling details, have been entrusted 
to our care by advertisers. Our ex- 
perience is available to you. There 
is no obligation in consulting our 
Contest Department. 

Bruce, Richards Corporation 

250 4th Ave., N.Y. 3, GR 7-8500 
Specialists in Contest Planning 
and Judging @ Direct Mail 


passed out of the Era of the Mag- 
nificent Hunch—when giant de- 
cisions were made and plans were 
laid on the basis of clairvoyance, 
guesswork or gall,” Mr. Birming- 
ham continues. “The bold, irrev- 
erent personalities who 
Madison Ave. with whims of iron 


(the late George Washington Hill | 


ruled | 


away. Today 
Ph.D. Madison Ave. no longer 
dares trust its opinions too much. 
It wants them backed by re- 
search. It checks and double- 
checks itself. The individual 
hunch is being replaced by the 
mass interview.” 

“Although clients do hop from 
agency to agency in distressing 
fashion,” he writes, “most agen- 
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jis the most colorful example of|cies have come to accept this as 
| this breed) seem to be fading fast| an inevitable part of the business 
it may require a} 


and they are stable enough to lose 
big clients and hold onto excess 
personnel until another big client 
comes along.” # 


Sunkist Growers Names Two 
Sunkist Growers, Los Angeles, 
has appointed Robert Clark and 
Gail Anderson assistant advertis- 
ing managers. Both have been as- 
sistant dealer service managers for 


the past five years. Their appoint- 
ments follow the resignation of 
Russell Anderson, dealer service 
manager, who had been with Sun- 
kist 27 years. Mr. Clark becomes 
manager of dealer service, with 
responsibility for personnel, in- 
store merchandising research and 
trade publication advertising. Mr. 
Anderson’s responsibilities include 
point of sale, co-op and institution- 
al advertising and supervision of 
consumer service. 
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Anti-Flu Ad Drive Begins 

The Advertising Council has 
released four print ads and a 
group of filmed tv spots urging 
the public to take advantage of 
the anti-Asian flu vaccine now 
generally available throughout 
the country. Young & Rubicam 
developed the campaign, and John 
W. Hubbell, vp of Simmons Co., 
bedding manufacturer, is the vol- 
unteer coordinator. The same team 
developed the polio shot drive ear- 


lier this year. 


Minute Maid, Florists Assn. 
to Sponsor Roses Parade 
Minute Maid Corp., through Ted 
Bates & Co., and Florists’ Tele- 
graph Delivery Assn., through 
Grant Advertising, will sponsor 
television coverage of the 69th 
Tournament of Roses parade in 
Pasadena, Cal., on Jan. 1, 1958. 


| The telecast will be in color and 
| b&w. 


Beware, Autos! 
Clothes May Be 
New Status Symbols 


New York, Nov. 19—The Amer- 
ican family will spend more of its 
budget on clothing in the future 
than it has during the past ten 
years. 

That’s the optimistic forecast by 
Ruth Jackendoff, director of eco- 


nomics and statistics of the Wool | 
Bureau. She believes that while in 
the past 20 years the amount spent 
by consumers on clothing has de- 
clined from 8.2% of disposable in- 
come to 6.1%, the stability of this 
latter figure over the past two 
years indicates that the decline has 
been arrested and that the next 
direction is up. 


® In a speech before the eastern 
regional conference of College 
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their new way of living. (In the December issue, you'll find new ideas for Holiday Enjoyment.) 
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Teachers of Textiles & Clothing, 
she predicted that clothing will 
surely have its heyday as a symbol 
of social status within the next 
decade. 

Consumers will be seeking al- 
ternate means of satisfying their 
drive for social status once they 
achieve the current social symbols 
represented by homes, cars and 
other family-type goods, she said. 


Ayer Transfers Time Buyers 


N. W. Ayer & Son will transfer 
approximately 25 radio-tv time 
buyers and estimators from its 
New York to its Philadelphia of- 
fice. There will be one timebuyer 
left in New York for liaison pur- 
poses. The rest of Ayer’s radio-tv 
staff in New York will be unaf- 
fected by the move. The time buy- 
ers are being moved in order to 
integrate them into the general 
media department, and will be 
converted from radio-tv specialists 
to media buyers who will cover 
print as well as broadcasting. 
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1,200,000 circulation... 


average net paid circulation 
throughout 1958 


With reader demand at an all-time peak, 
NEWSWEEK will continue to deliver the same 
high-income, business, industry and government 
circulation at the lowest cost in the 

news and business field. 


Call your NEWSWEEK representative 
today for full details on this 
stand-out advertising value. 


1958 RATE BASE: 1,150,000 


THE NEWS AND BUSINESS FIELD 
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Retailers know where the money is 
...tn Boston 


2,200,000 lines leadership* 


over the second paper 
(1st 9 months, 1957) 


*Larger daily figure for each paper plus Sunday 


ONE contract delivers the BIG BU. 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK « CHICAGO 


PHILADELPHIA «¢ DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


FIRST NATIONAL STORES =. CASTRO” ~ aang sad NARRAGANSETT 


IDENCE! 


As WTIC-TV enters its second full month of 
telecasting, more than 100 accounts have been 
signed . . . fifty were signed before WTIC-TV 
took to the air. 

Such confidence on the part of advertisers is 
inspired by the high standards of performance 
which have identified 33 years of radio broadcast- 
ing by WTIC . . . standards that today also mark 
the operation of WTIC-TV. 

Advertisers are also confident that WTIC-TV's 
clear and powerful signal now sells new cus- 
tomers who previously lacked good television 


BLUE BELL 
RISE + FAR 


Advertising Age, November 25, 1957 


Getting Personal 


Allen Raymond, manager of McCall’s drugs and toiletries sales 
staff, was reelected a member of the Representative Town Meeting 
in Westport, Conn., Nov. 5. He also managed the successful cam- 
paign of the First Selectman of Westport, Herbert E. Baldwin... 

The “50 foremost business leaders in America,” cited by Forbes 
magazine, included Norman H. Strouse, head of J. Walter Thompson 
Co., David Sarnoff, head of Radio Corp. of America, and Henry R. 
Luce, head of Time Inc. Selected in a nationwide poll of business as- 
sociation members and Forbes subscribers, the 50 executives were 
honored at a dinner Nov. 6 at the Waldorf-Astoria... 

Tv stork news: Mr. and Mrs. Howard Berk are the proud parents 
of a 6 Ib., 10 oz. daughter born Nov. 4. Father is with CBS-TV press 
department; mother, the former Phyllis Lavine, was with the press 
department of Young & Rubicam ...A fourth child, Mary Patricia 
Stone, was born Nov. 4 to Robert L. Stone, vp and general manager 
of WABC-TV, and Mrs. Stone...It’s a boy, Brian Burke Brendle, 
born Nov. 5 to Bill Brendle of ABC’s press department, and wife 
Frances. The Brendles also have two daughters. .. A third daughter, 
Robin Lynn, born Nov. 1, has joined the family of Herb Richek, di- 
rector of services for A.S.P. Inc... 

Florence Ficke, secretary of the Periodical Publishers Assn., was 
honored at a luncheon given by the association directors in recog- 
nition of her 35 years of service with the organization .. . 


Passing out miniature bottles of cognac in lieu of cigars at Benton 
& Bowles is Timothy J. Stone, account exec. The new arrival is 8 
lb. Timothy, born Nov. 1... 


MADISON AVE. SPACEMAN—H. L. (Hay) McClinton, president of Reach, 

McClinton & Co., New York, gets his briefing for a jet fighter tour 

of U.S. military installations for the defense department. He re- 

turned to earth unshaken except for the experience of trying to 

fit his massive frame inside the cockpit. “They don’t build planes 
as roomy as they used to,” he was heard to remark. 


Robert Beaumont of Foote, Cone & Belding was elected to head 
the San Francisco Golf Assn. for the ’58 season at the annual meeting 
of the group held early this month at Olympic Club, Lakeside. Other 
officers elected were: Charles Clark, James E. Munford Co., vp; Ar- 
thur Schwatka, Foremost Dairies, secretary, and William St. Sure, 
Ward-Griffith Co., treasurer... 


Doris Scheuer, of Adrian Bauer & Alan Tripp Inc., Philadelphia, 
is engaged to Robert Stuart of Lit Brothers. The wedding is sched- 
uled for February... 

Employes of R. I. David & Co. Advertising, Chicago, presented a 
candle-lighted birthday cake to the boss, Robert David, to mark the 
agency’s 7th anniversary... 

Henry Untermeyer, general manager of Station KCBS, San Fran- 
cisco, has been elected to the board of the San Francisco chapter, 
American Red Cross .. 

Charles F. Rosen, exec vp of W. B. Doner & Co., Detroit, is author 
of “Use Your Own Couch,” which has the subtitle, “‘a guide to do it 
yourself psychoanalysis.” The cover and other illustrations by Ed 
Fisher have a lot of fun with Mastering a Mania, Coping with a 
Complex, Fun with Phobias and other chapter headings. Publisher 
is The Julian Press, New York .. 

Oct. 28 was the wedding day of Joan McCrea, radio-tv director of 
Erwin Wasey, Ruthrauff & Ryan, Philadelphia, and Gordon A. Hell- 
mann, director of sales promotion at Television Bureau of Advertis- 
ing, New York. Joan’s father is Al McCrea of Reuben H. Donnelley 
Corp. and secretary of the Poor Richard Club. The newlyweds will 
live in Greenwich, Conn... 

O. A. “Oak” Keyser, account exec of The Parker Advertising Co., 
Dayton, retired Oct. 15 after more than 54 years in advertising and 
sales. He joined Parker in 44 after five years with Standard Regis- 
ter Co. and 13 years as copywriter with Geyer Advertising... 

John H. DeWitt Jr., president of WSM Inc., Nashville, has been 
elected to the board of governors of the Nashville Chamber of Com- 
merce... Harold V. Manzer, advertising director of The Oregonian, 
Portland, Ore., has been elected president of the Portland Kiwanis 
Club for 1958... 

Jack Skinner, western division account exec for Television Pro- 
grams of America, received the keys to a new Ford Thunderbird 
from Michael M. Sillerman, TPA exec vp. The car was grand prize 
in a sales incentive contest to launch “The New Adventures of 
Charlie Chan.” Other top winners were Bruce Eells, western divi- 
sion vp, who garnered a Parisian vacation for two; and Arthur Spirt 
of TPA’s central division, who was awarded a two-week stay in Cal- 
ifornia... 
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You can see it in their eyes: ambition, ability, concentration, — 

confidence. In these days of reappraisal, it doesn’t pay to sell 
short. They're our hope for the future and they're coming up fast. 
BOYS’ LIFE, delivered to their homes, through voluntary — 


NET 


PAID . 
pub. est. 


1S626,00 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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LEARN HOW MANY MANUFACTURERS SELL THE 
$9,000,000,000 MILITARY CONSUMER MARKET 


CLIP AND MAIL THIS COUPON TODAY 
| ARMY TIMES PUBLISHING CO.—Dept. 1 


| 2020 M Street, N. W., Washington 6, D.C. 


ABC 


$ 6,715,581 
6,175,488 
6,848,848 
6,682,786 
7,258,807 
6,413,708 
6,348,496 
6,134,380 
5,704,888 

$58,282,982 

MILITARY MARKET MAGAZINE * Revised as of Nov. 7, 1957 


Advertising Age, November 25, 1957 


Network Gross Time Charges 
Source: Publishers Information Bureau 


KNOW THE FACTS IN FULL ABOUT... NETWORK TELEVISION 
A Market of Nearly © Endless Streams Listing of “Blue Chip” : . Sept. Jon.-Sept. 
. 6 Million Consumane of New Prospects ‘ Advertnen ad Sept Sept % Jon.-Sept oe % 
* More Thon 17,000 + America’s Youth Market * Global Circulation of 1957 1956 = Change 1957 1956 Change 
soamaguanes Peco liae agp Ceergeebnneoseggad en $ 5,704,888. $ 5,473,910 +05 $ 58,282,982 $ 56,529,387 +3.1 
e ’ * ca ° n © i 
 Purchesing Power Commissary System Soins tte Conn a 19,870,151 18,399,872 +8.0 173,410,530 162,811,764 +6.5 
* How To Reach and * Proven Pulling Power» TIMES Advertising - 15,235,042 14,932,295 +2.0 137,383,095 134,519,341 +2.1 
Sell the Services of Mail Order Spoce and Service Offices Total ........ $40,810,081 © $39,006,077 +4. $369,076,607 $353,860492 +43 


1957 NETWORK TELEVISION TOTALS 


ces NBC Total 

$ 20,231,474 $ 16,554,941 $ 43,501,996 
18,309,088 14,900,631 39,385,207 
20,172,173 16,631,974 43,652,995 
19,385,098 15,154,388 41,222,272 
20,307,762 15,811,033 43,377 602 
18,356,892 14,746,537 39,517,137 
18,537 069 13,874,872 38,760,437 
18,240,823 14,473 677* 38,848,880* 
19,870,151 15,235,042 40,810,081 


$173,410,530 $137,383,095 $369,076,607 
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Spent over 4 Billion Dollars in the United States last year 


.. . and this figure makes Canada your best customer 
—bigger than the next four leading customers 
added together. 


This market can be bigger when your advertising 
reaches the maximum number of Canadian business, 


te 
BNA means Business Newspapers Association 
—the welded force of over 110 member 


publications—and all Canadian. 
137 Wellington St. W., Toronto, Canada. 


professional and industrial men. The overflow circu- 
lation of United States’ business papers does NOT 
reach this maximum. Only Canadian publications are 
read by over 80% of your customers—a fact we can 
prove! Just write us. 


To sell Canada—advertise 
in Canadian business papers 


‘Life-Cycle’ Concept 
of Consumer Buying 
Told in ‘Puck’ Study 


New York, Nov. 19—“‘A Fourth 
Dimension in Print Media Eval- 
uation,” a study which stresses 
the “importance of distinguishing 
consumers according to the life- 
cycle concept, in which age has a 
direct bearing on consumption po- 
tentials,” has been published by 
Puck—The Comic Weekly. 

Age distribution of male and 
female readers of advertising was 
studied for major product fields 
including automobiles, foods and 
beverages, cigarets, toiletries, den- 
tifrices, pharmaceuticals, house- 
hold soaps and cleansers. 

Puck said comparative data 
were developed to show typical 
patterns of response to specific 
ad campaigns. “A housewife read- 
er, age 31,” said the study, “rep- 
resents a much greater market 
potential than a housewife reader, 
age 46, for a wide variety of con- 
sumer products.” The 18-34 age 
bracket as a whole “represented 
a much greater potential to ad- 
vertisers in specified product 
fields than older groups.” 


s Statistics in the study summar- 
ize Daniel Starch & Staff find- 
ings from interviews with 27,000 
respondents, covering 936 ads in 
Puck, Ladies’ Home Journal, Life, 
The Saturday Evening Post and 
This Week Magazine. 

“Fourth Dimension” is available 
to agencies and advertisers on re- 
quest. # 


CBS Reports Income Up 
in Ist Nine Months of ‘57 

Columbia Broadcasting System, 
New York, has reported a consol- 
idated net income of $13,898,171 
for the first nine months of 1957, 
compared with $9,368,073 for the 
same period in 1956. 

The current earnings were 
equivalent to $1.82 per share, com- 
pared with $1.25 per share for the 
first nine months of 1956. William 
S. Paley, CBS chairman, said that 
the 1956 figures included provi- 
sions for expenses and losses at- 
tributable to the discontinuance of 
the CBS-Columbia set manufac- 
turing division. Net revenue and 
sales for the first nine months of 
1957 hit $275,276,269 or $18,896,- 
422 higher than the $256,379,847 
for the comparable period last 
year. 


Balaban Boosts Box 

John F. Box Jr., formerly gen- 
eral manager of WILD, Birming- 
ham, has been named exec vp in 
charge of the Balaban radio sta- 
tions. His headquarters will be in 
St. Louis, where he will also be 
managing director of WIL, the Bai- 
aban station in St. Louis. 
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LIFE creates excitement 


. . . excitement akin to the unveiling of a new model in your 
showroom, because people read LIFE with a sense of discovery. 
They find adventure, action, new ideas on each page . . . color 
and drama that carry readers enthusiastically to each new 
page, to each new issue. 
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LIFE has personal appeal 


. .. the same sort of valuable personal appeal you have in your 
showroom, because LIFE’s warm, human pictures—typical of 
its unique style of photo-journalism—establish a friendly, per- 
sonal relationship with its readers. 
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Sparks fly as a wheel grinds zirconium, the hard-to-handle metal found necessary for nuclear reactors. From LIFE’s series on technology, “Man’s New World.” 


LIFE 's special quality 


Whether it’s a major series like ‘‘Man’s New World” or a pic- 
ture report on the week’s news, LIFE is not only authoritative, 
but clear and exciting to read. People know they can expect 
consistent high quality in LIFE . . . and this feeling extends to 
LIFE’s advertising pages as well. 
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LIFE reaches your best prospects 


Source: A Study of the Household Accumulative Audience of LIFE. 


... Car-owning households 


People who already own cars are really continually in the mar- 
ket, looking forward to replacing their present model with a 
new one. 


An average issue of LIFE reaches 30.4% of all 
car-owning households. 


and 


In a 13-week period, LIFE reaches 64.1% of all 
car-owning households. 


...New-car buying households 


LIFE has also determined the number of new-car buying house- 
holds that read LIFE. 


A single issue of LIFE reaches 39% of all new- 
car buying households. 


and 


In a 13-week period, LIFE builds up a cumu- 
lative audience of 73% of all new-car buying 
households. 


... he people in your community 


More people buy LIFE weekly than any other 
magazine, and every week LIFE is read by 
12,000,000 households. 


and 


In an average community, LIFE reaches 3 out of 
5 households in a 13-week period. 
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LIFE dramatizes the news 


New car styles are in themselves big news. In LIFE, sur- 
rounded by exciting picture-news reports, immediacy, color, 
your advertising news is dramatized even more vividly. 
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The tagger telnet ees ns at cree made Pom mere chews ter the mage 


Among all magazines, PACENOER CARD AD VERNOLES ASUEETENG SRE 
$7,185,019 


LIFE ranks first with Saturday Evening Post 6,331,749 


‘ Time 2,189,473 


automobile manufacturers Look 2,097,629 


Newsweek 1,035,515 
Source: Publishers’ Information Bureau 
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Business agrees... 


| LIFE IS AMERICA 
. SHOWROOM IN PRINT 


; TOTAL ADVERTISING REVENUE 

ms (First 10 months of 1957) 

; PUBLICATION REVENUE 

. LIFE $112,348,425 : 
Saturday Evening Post 74,496,286 
Time 36,874,566 in 
Look 34,711,344 
Better Homes & Gardens 24,976,334 

Source: Publishers’ Information Bureau 


"TRADING STAMPS K CRAZE AN AMERICAN EPIC BY TOM LEA 
FOR HALF OF U.S. FAMILIES. THE FABULOUS KING RANCH 


INCLUDING A PORTFOLIO OF COLOR PHOTOS 


THE DISPUTE OVER SANCTIONS 
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This advertisement reprinted from Automotive News 
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Advertising Age, November 25, 1957 


Gavasci Sues Pollio 
in $500,000 Hassle 
over Polly-O Symbol 


New York, Nov. 19—A $500,000 
suit has been started by an agency 
head now seeking payment for an 
idea which he gave to a former cli- 
ent in return for its advertising ac- 
count. Now that the client has left, 
the agency man wants compensa- 
tion for the use of his “creation.” 

Alberto P. Gavasci, president of 
A.P.G. Associates, started his ac- 
tion in New York County supreme 
court against Pollio Dairy Products 
Corp. A defendant’s motion for a 
change of venue to Kings County, 
in Brooklyn, has been granted. Ri- 
cotta and Mozarella cheeses are 
among the company’s leading 
products. 

According to Mr. Gavasci’s com- 
plaint, he was hired in 1949 to 
handle Pollio advertising. At the 
time, Pollio “began to receive re- 
ports of sales resistance to its pro- 
ducts and became the object of 
ridicule by competitors” because 
consumers associated the company 
name with poliomyelitis. 

Mr. Gavasci was asked to do 
something to “eliminate the un- 
pleasant and objectionable feature 
of the name... and at the same 
time retain the good will and name 
of the business of the defendant.” 


s The agency man came up with a 
design and figure in the form of a 
Polly wearing a chef’s hat; he 
called it Polly-O. The defendant 
used the “plaintiff's creation,” was 
asked to pay for it, but did not do 
so. 

The complaint goes on to say 
that an agreement was entered into 
in January, 1950, allowing the cli- 
ent to use the name Polly-O with- 
out payment on condition (1) 
“that same is used only as long as 
plaintiff remains defendant’s sole 
and exclusive advertising agent,” 
(2) “that plaintiff shall be deemed 
and remain the actual and sole 
owner thereof at all times, unless it 
is purchased and actually paid for 
by defendant to plaintiff,” and (3) 
“that the defendant will protect 
plaintiff’s right therein and will 
return same to plaintiff and will 
not use same upon termination of 
plaintiff's [status as] exclusive ad- 
vertising agency for defendant.” 


® Around March, 1957, the suit 
continues, Pollio ended its associa- 
tion with APG but continued to 
use the Polly-O name and other 
materials associated with its crea- 
tion. Pollio is charged further with 
not returning unused advertising 
plans, and for this the plaintiff is 
asking an additional $10,000. 

Pollio billed around $50,000 an- 
nually, while APG had the account, 
Mr. Gavasci told ADVERTISING AGE. 
A family-owned company, it was 
founded in 1899, and in the past it 
has been a successful advertiser, 
using local Italian language radio. 
Its current advertising efforts ap- 
pear to be limited to a single one- 
minute tv spot weekly on ABC-TV, 
which is placed by Bontenti Ad- 
vertising. 

Mr. Gavasci has operated his 
agency since 1948. He is also a con- 
sultant in the design field and is 
active in art directors’ circles. 

Attorney of record for the plain- 
tiff is Peter Perrone. The defend- 
ant has until Nov. 25 to file a re- 
ply. Isidore Neuwirth, attorney for 
Pollio, has declined to make any 
comment, # 


Florsheim Joins Famous Films 

Stanley C. Florsheim, previously 
general sales manager of Econo- 
mee Television Programs, an affil- 
iate of Ziv Television Programs, 
has been named general sales man- 
ager of National Telefilm Associ- 
ates Famous Films Division, New 
York. Famous Films distributes 
motion pictures and tv shows at 
budget prices. 


IT&T Appoints Gale Warnock 

C. Gayle Warnock, public rela- 
tions manager for the Edsel divi- 
sion of Ford Motor Co., Dearborn, 
has been named director of news 
services of International Telephone 
& Telegraph Corp., New York, ef- 
fective Dec. 1. Before joining Ed- 
sel two years ago, Mr. Warnock 
had been manager of Ford’s mid- 
western regional public relations 
office in Chicago. 


Kelly Leaves Roche, Williams 

John Hayes Kelly, vp and chief 
copywriter at Roche, Williams & 
Cleary, Chicago, is leaving the 
agency on Dec. 31 to act as con- 
sultant.and writer on selected spe- 
cial advertising assignments. Mr. 
Kelly has been with the agency for 
20 years. 
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EVEN IN CHINESE IT’S: “Sell the POST INFLUENTIALS —they tell the others!” 


Che Atlanta DZournal 


Covers Dixie Like the Dew 


Gordon Foods’ $3,000,000 new plant nearing comple- 
tion on Atlanta’s South Expressway will be one of the 
largest in the U.S. for manufacture of potato chips and 
other snack items. This division of Sunshine Biscuits, 
Inc. will step up its potato chip production to nearly 
two tons an hour; automatic ovens can turn out five 
tons of cakes and cookies an hour. This 192,000 sq. ft. 
plant, three and a half times larger than the present one, 


THE ATLANTA CONSTI | | ITION is typical of industrial expansion meeting the demands 
of the Southeast. 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Established in 1938, Gordon Foods is a key industry 
in Atlanta’s well balanced market where no one industry 
is king but one medium is—-The Atlanta Journal and 
Constitution. Over half a million circulation, 


. 


Circulation: 458,373 daily * 512,559 Sunday (4.8.C. 3/31/57) 
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Montgomery Ward's 
Total Promotional 
Budget: $50,000,000 


Cuicaco, Nov. 19—In the wake 
of the recent extensive revamp of 


Montgomery Ward & Co.’s retail 
and catalog sales operations ( AA, 
Sept. 16), the company is now re- 
vealing for the first time the full 
size and composition of its promo- 
tional budget—$50,000,000 for 1957. 

In an explanation of the budget 
before the Advertising Executives 
Club here, Arthur H. Truitt, Ward’s 
retail sales promotion manager, 
explained that $30,000,000 goes in- 
to the catalogs and their promo- 
tion (very little of which is in 
measured media). 

The remaining $20,000,000 con- 
stitutes Ward’s retail ad budget. 
This is the figure closest to what is 
usually meant by a company’s ad 
budget. Of this sum, 85% goes into 
media; 15% is allocated to the ad- 
vertising staff and ad preparation 
costs (Ward has no agency). 


= The approximately $17,000,000 
going into media is divided as fol- 
lows: 70% to newspapers, 15% to 
Ward’s circular program, about 
5% to tv and radio, 5% to direct 
mail and other print media and 
about 5% to local store publicity 
expenses. 

The $20,000,000 retail ad budget 
for this year compares with about 
$18,000,000 spent in 1956. Both 
these figures reflect sharp gains 
in ad spending since Ward’s man- 
agement change about two years 
ago. In 1954, for example, Ward’s 
reportedly spent only about $8,- 
000,000 on retail advertising. 

As for Ward’s thinking about the 
sales-advertising ratio, Mr. Truitt 
said, “Mail order catalog promo- 
tion can be profitable up to a total 
of 7% and 8% cost to gross sales. 
Retail is generally held to a maxi- 
mum of about 3% cost to sales.” 


® Montgomery Ward is now com- 
pletely without advertising agency 
affiliation. In February of this year 
it ended a 22-year relationship 
with Foote, Cone & Belding (AA, 
Feb. 18), and at that time a Ward 
spokesman asserted, “We definitely 
are not looking for an agency, nor 
will we hire one to replace FC&B.” 

Ward’s advertising and promo- 
tional material is prepared by its 
own staff, totaling 650. Of these, 
about 150 handle the retail sales 
promotion, some of which is devel- 
oped in Ward’s New York and Oak- 
land offices. 

Another 200 persons are in the 
promotional display department, 
handling window and interior dis- 
plays, fixtures and other merchan- 
dising aids. The remaining 300 
people are in the mail order sales 
and promotion department, which 
puts out Ward’s general and spe- 
cial catalogs and promotes them. ¢ 


Buys ‘Pawtucket Times’ 

Goodson-Todman Productions, tv 
show packager, has formed New 
England Newspapers Inc. and has 
purchased the Pawtucket Times 
for $3,000,000. The company says 
this is the first step in a diversifi- 
cation plan which calls for acqui- 
sition of top publication properties 
in the Northeast, as well as radio 
and tv stations. 


|] NS 


Frederic 
does 


Knox Corp. Names Liller, Neal 
Knox Corp., Thomson, Ga., man- 
ufacturer of prefabricated homes, 
mobile homes and lumber, has ap- 
pointed Liller, Neal & Battle, At- 
lanta, to handle its advertising. 


Weaver-Gardner Names Two 

Weaver-Gardner, St. Paul agen- 
cy, has appointed Louis N. Sar- 
bach a copywriter and production 
manager and Shirley A. Neudahl 
executive secretary. 


]. S. Heavilin, 52, 
Ad, PR Man, Poet, 
Reporter, Dies 


New York, Nov. 20—J. Seegar 
Heavilin, 52, account executive 
with Dudley-Anderson-Yutzy, 
public relations counselor, and 


died in his sleep yesterday, appar- 
ently of a cerebral hemorrhage. 
Born in Marion, Ind., Mr. Hea- 


former editor of Paramount News, | 
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| vilin attended the U. S. Naval 
Academy at Annapolis, where he 
wrote the words for the song 
“Navy Blue and Gold,” edited hu- 
mor and literary magazines of the 
student body and won the Van 
Dyke poetry prize. He resigned 
before graduation and became a 
reporter on the Marion Chronicle 
and Indianapolis Star. 

Later he joined Paramount as 


|a writer of gags and short com~| 
edies. In 1932 he wrote a book} 
| on relief, and later was associated | 


with Harry Hopkins in f-deral 
relief work during the Carly days 
of the Roosevelt administration. 


® In 1934, Mr. Heavilin joined 
Thomas J. Maloney (now a Vp at 
Kelly, Nason Inc.) as a copys 
writer when Mr. Maloney opened 
his own advertising agency here. 
The following year he helped 
found the National Industria] Arts 
Forum, now the Museum of Sci- 
ence at Rockefeller Center, ang in 
1936 he returned to Paramount 
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TODAY — Advertising in the 
Saturday Daily News is one 


way to do something constructive about the 
business weather. 
sun up in the sky today, tomorrow and cape 
for the advertisers who select a medium ms 
high reader attention—for example, the - 
cago Daily News Saturday Weekend edition. 
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Saturday's li 


stories, 


urday paper 


big extras as 


; loaded with 


' jlanned at the Tuesday meet- 
i oo and the back page with its 


talked-about 
From the 


Editions 
Carefully 
Planned 


Editors all over the 
country thought the 
non-shrinking Satur- 


day circulation of the 
Daily News was magic. Their 
a circulations went way down 
a on Saturday, But not the Daily 
News Saturday circulation. So 
they came to Chicago to learn 


Here’s what we told them: 


itors 
Every Tuesday, the ed 

of all departments meet in the 
managing editor’s office. Next 


ke 
A weekend paper begins to ta 
4 shape. Reporters are assigned 
4] to do blockbusters—interesting 
feature stories based on cur- 
rent news stories—foreign cor- 
3 respondents are cabled with 
be suggestions for interesting 
‘ columnists are as- 
signed special reports. When 
the conference is over, the Sat- 


4 
4 
é 
; reader interest.” It won't take 
a war or a major scandal - 
3 sell the Daily News weeken 
A paper to the public. 
4 In addition, readers get such 
; ics, 
; zine, 16 pages of color comics, 
the picture-packed Roto maga- 
zine, informative articles on 
i travel, and the important Edi- 
tor’s Notebook by Editor and 
‘ Publisher John S. Knight. Then 
there is the second front page, 


+ k, the pace is fast and ex- 
io ao. And the readers love it! 
( Its reader acceptance is out- 
standing. Many advertisers al- 
4 ready have discovered the ex- 
+ ceptional value of advertising 
ff in the Saturday Daily News. 
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as editor of Paramount News. His 
“Search for Peace” won a 1946 
United Nations award and “Two 
Decades of History” was the first 
newsreel-sponsored film nominat- 
ed for a Motion Picture Academy 
award. 

In 1948 he joined Carl Byoir & 
Associates as director of visual 
media, and in 1950 he became exec 
vp of Edward Gottlieb & Associ- 
ates. He left Gottlieb in 1956 to join 
the D-A-Y organization, where 
he was an account executive on 


the U. S. Brewers Foundation and 
American Hotel Assn. accounts 
among others. 


LORIMER B. SLOCUM 

New York, Nov. 20—Lorimer B. 
Slocum, 59, retired vp and man- 
aging director of the international 
division of Young & Rubicam, died 
last night in Stamford Hospital, 
Stamford, Conn., following a heart 
attack. 

Born in Laconia, N.H., Mr. Slo- 


cum was graduated from Prince- 
ton University in 1921, then joined 
N. W. Ayer & Son, Philadelphia. 
Two years later he was transferred 
to the agency’s Boston office as 
an account executive, and in 1936 
he was made New England manag- 
er and a vp of the company. 

In 1940 Mr. Slocum joined Young 
& Rubicam as manager of its Cana- 
dian subsidiary, with offices in 
Montreal and Toronto. He returned 
to the U.S. in 1942 to form the 
agency’s international division, and 


set up its offices in England and 
Mexico. He retired in June, 1956. 


LOUIS I. WEISHAR 

Cuicaco, Nov. 19—Louis I. Weis- 
har, 65, manager of the Chicago 
office of the Kansas City Star, died 
of a heart attack Nov. 14, while 
on the way to his office. 

Mr. Weishar had been with the 
Star for more than 40 years and 
in charge of the Chicago office for 
the past 34 years. 
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Charles Devlin, 
Exec of Plywood 
Groups, Dies at 50 


MraMt, Nov. 19—Charles E. Dev- 
lin, 50, managing director of the 
National Plywood Distributors’ 
Assn., Portland, Ore., and for- 
merly managing director of the 
Douglas Fir Plywood Assn., Te- 
coma, Wash., died suddenly Nov. 
12 while attending a meeting here. 

Mr. Devlin was born in Beloit, 
Wis., and went to Tacoma in 1938 
as director of public relations for 
the Douglas Fir Plywood Assn., 
national promotion agency for 
plywood manufacturers. He be- 
came managing director in 1946. 
He left in 1949 to become sales 
manager and later vice-president 
of Simpson Logging Co., Seattle. 

In 1953 Mr. Devlin became man- 
aging director of the National Ply- 
wood Distributors’ Assn., with 
headquarters then in Chicago. 
Headquarters were transferred to 
Portland last spring. 
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KLEEN*STIK 
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he 


Remarkable ROCKWELL 


Routine 
Not all award-winning applications 
of KLEEN-STIK cab the form of 


P.O.P. displays and labels. Some- 
times, clever admen find other uses 
for this versatile, self-sticking ad- 
hesive which help to “button up” 
sales in a different manner. 


IDEA NO. 123 


Take the case of ROCKWELL 
MFG. CO., Pittsburgh, and their 
outstanding Inquiry Follow-Up 
program — which turns every pos- 
sible lead into a sale of DELTA 
Power Tools. Key “implement” in 
the set-up is this multiple-copy In- 
quiry Form, made out for every 
inquiry resulting from Delta adver- 
ng. Various copies go from H.Q. 
to regional offices and district man, 
then to the individual dealer nearest 
the prospect for personal follow-up. 
He then returns the last copy (wi 
his comments) by folding it into a 
business reply envelope — quickly 
and easily sealed with the strip of 
l-and-press KLEEN-STIK “D” 
nsfer Tape at the bottom. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


This ue form was a it crea- 
tion of BERNARD COX, Delta 
Advertisi and EUGENE 


Mer. 

LEWICKI of lta’s Advertising 
Dept. The intricate, ingenious 
duction was handled by ARTHUR 


suggested by 
MARSH LANCASTER of 


Accounti and Business Forms, 
Inc., Gavrin dealer in Pittsburgh. 
A “team”’ effort that has paid 
off big for everyone! 


See your regular printer, lith- 
ographer, or silk screen 

rinter for more business- 
Puilding KLEEN-STIK ideas 
..-or write on yourletterhead 
for our free “‘Idea-of-the- 
Month”, 


Si SN SM SH SH SH SH SH SH SH 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 


7300 W Wilson Ave @ Ciena ay i 
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Attention, Writers! 


Whether you recognize yourself as any of these 


—or stand apart as a much rara avis 


Dy 2s 


Ram 
Guia 


# 
a 
B 
& 
® 
‘a 
bd 
= 
& 
= 
& 
= 
# 
\ 


NL 


1. the dilatory tapper 
... capable of turning out wonderful copy, but only when he feels like it 


2. the purple-winged wallow 
... an opalescent, iridescent, spangle-studded sesquipedalian on any job of writing 


3. the wide-eyed starling 
... short-lived; she tends to mate with the purple-winged wallow 


4. the silver-crested pro 
. .. who can write anything in any style and make the deadline, whatever it is 
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Announcing a Contest 


—with $4,000 in prizes for advertising copywriters, copy chiefs 


i | or supervisors. Even creative veepees, if they have the courage. 


If you write copy, if you edit copy, this contest was made for you. 
Only professional writers and editors in the advertising and promo- 
tion fields are eligible to enter—and every entry must be sponsored 
by a copy chief. 


Here’s all you need do to qualify for a prize: Just send the coupon 
below to Time, The Weekly Newsmagazine, for your copy of TIME’s 
FINISH-THE-LETTER Contest Kit. In it are five sample letters 
written to TIME advertisers—plus an incomplete sixth letter. 


e The judges will award a First Prize of $1,000 for 
the best ending to the unfinished letter; 


e An additional First Prize of $1,000 will be awarded 
for the best completely original letter; 


e And four Second Prizes of $500 each will go to the runners-up. 


Winning should be an easy matter—amateurs are barred, and 
you won’t be competing with anyone except professional copy- 
writers. As a matter of fact, there’s no good reason why you shouldn’t 
win all six prizes—only the honorable judges stand in your way. 


But there’s a deadline. All entries must be received no later than 
December 27, or be postmarked no later than December 23. And 
there’s a holiday season coming up to distract you. So it might be 
wise, as they say in the ads, to mail the coupon TODAY. 


Finish-the-Letter Contest 

TIME, The Weekly Newsmagazine 
9 Rockefeller Plaza 

New York 20, New York 


Gentlemen: 


Send me your Contest Kit and I’ll think the whole thing over. 


NAME 


COMPANY 


ADDRESS. 


TITLE 
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m= Court Fight 
Planned Against 
Baltimore Tax 


(Continued from Page 3) 

such a tax,” Mr. Sherbow said. 
“Why has this tax not been 
adopted by any other city or state 
as a special or individual tax which 
singles out advertising? 

“It must go before the courts as 
a new and novel proposal. If you 
can tax advertising to the extent 
of 6%, why not 15% or even great- 
er, and therein lies a threat to 
freedom of the press,” Mr. Sher- 
bow said. He is a former judge of 
the supreme bench here, and chair- 
man of the citizen’s tax commis- 
sion appointed to study methods 
for raising taxes. 


= Spokesmen for the Advertising 
Council said that most of their 
legal arguments will hinge on the 
fact that advertising is singled out. 
They will claim that the power to 
place an individual tax upon the 
press gives political leaders the 


power to gag the press and is 
therefore a violation of freedom of | 
the press laws. 

Lawyers opposed to the tax will | 
cite a Louisiana tax case, in which | 
the late Gov. Huey Long tried to 
stifle his press opposition by im- 
posing a tax on all newspapers 
with a circulation of 2,000 or more. 
Louisiana newspapers carried the 
case to the U.S. Supreme Court, 
which ruled that the tax was being 
used as a weapon against the press 
and violated press freedom. 

On the other hand, the city ad- 
ministration claims that since it is 
taxing all local media, regardless 
of circulation or coverage, this tax 
is not in the same category as the 
Louisiana tax case. 

City attorneys cite several high 
court cases in which the press 
contested municipal or state taxes. 
While the taxes did not single 
out advertising and ad media as 
such, the press did contest them 
on the grounds that they violated 
freedom of the press, but the 
courts decided otherwise. 


® Still another opinion was voiced 
by Nelson Lasson, an attorney and 
publisher of the East Baltimore 
Guide, a weekly newspaper. He 
said this case will reach the courts 
as a new and individual case with- 
out any legal precedents. 

Mr. Lasson contended that the 
Louisiana ruling did not prove 
Baltimore’s tax law to be uncon- 
stitutional any more than the cases 
cited by the city proved the tax 
laws to be valid. 


AD TAX HURTS WHOLE 
ECONOMY. SAYS JONES 

New York, Nov. 19—The follow- 
ing statement was sent today by 
Richard L. Jones Jr., chairman of 
the board of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., to Mayor Thomas 
D’Alesandro of Baltimore: 

“The Bureau of Advertising .. . 
is deeply concerned over the taxes 
on advertising levied by the city 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 


Est. 1888 
PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


of Baltimore. 

“Advertising is the life blood of 
American business. Any measure 
that tends to cut down the volume 
of advertising used by manufactur- 
ers and retailers seriously impairs 
the ability of these advertisers to 
maintain their sales volume. Ad- 
vertising, because it creates new 
markets, more customers and high- 
er standards of living, has made 
possible mass production at prices 
the mass of consumers can pay. 

“A tax on advertising will in the 


long run have to be paid by the 
consumer and the working man in 
the form of curtailed volume of 
goods, higher prices and unemploy- 
ment. 


s “The Bureau of Advertising is 
opposed to the tax for another rea- 
son. We of the newspaper business 
have learned to suspect taxes that 
appear to have a punitive intent. 
We feel that they represent a dis- 
tinct threat to freedom of the press. 

“A newspaper’s ability to serve 


its community depends directly on 
its ability to meet its financial ob- 
ligations. Only an independent 
press, independent financially and 
morally, is a free press.” # 


Jacobs, E. H. Brown Merge 

Lester L. Jacobs Inc. and E. H. 
Brown Advertising Agency, both 
of Chicago, have merged under 
the Brown agency’s name. All Ja- 
cobs clients and personnel move 
to the Brown offices, at 20 N. 
Wacker Dr. 


Advertising Age, November 25, 1957 


Burlington Moves Ely & Walker 
Division to Johnstone Inc. 
Burlington Industries, New 
York, which has been realigning its 
agency setup recently, is shifting 
its Ely & Walker cotton division to 
Johnstone Inc., the agency recently 
appointed to handle Burlington’s 
Galey & Lord division (AA, Oct. 
14). The previous agency for Ely 
& Walker is Daniels & Charles, 
which recently was appointed to 
handle seven trade accounts for 
Burlington (AA, Oct. 21). 
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Automated Selling Will Bring More 
Reliance on Newspapers, Says Young 


(Continued from Page 2) 
big new medium was reaching 
maturity. 

“While television has many at- 
tractions for the advertiser and 
performs certain functions that 
cannot be matched by other me- 
dia,” he says, “it seems reasonable 


to assume that between now and 
1965 television may approach the 
point of saturation in terms of 
homes with tv sets and availabil- 
ity of time for sale to advertisers. 

“Although it is reasonable to 
expect that more television sta- 
tions and perhaps more networks 


will come into being between now 
and 1965,” Mr. Young says, “the 
medium is nevertheless faced with 
an inescapable limitation in the 
number of hours of the day it is 
available for broadcasting, view- 
ing and advertising. 

“Newspapers have more free- 
dom from physical limitation,” he 
says, “and are particularly fitted 
to help condition local markets 
for self service selling. Assured 
an adequate supply of newsprint, 
they have the flexibility to in- 


47 


crease their content, both adver-the most effective use of the 


tising and editorial. However, the 
law of diminishing returns might 
come into operation to some ex- 
tent. 


s “With more ads in the news- 
papers,” Mr. Young says, “the at- 
tention given to individual ads 
might lessen unless superior cre- 
ativity is supplied by advertiser 
and agency. This will bring a new 
challenge to newspaper advertis- 
ers and their agencies to make 


you bake the pie 
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When Vogue goes on your 
advertising schedule, your product 


goes on the shopping lists 

of smart America (consumer and retail) 
for you’re using the most powerful, 
modern force in selling today—fashion. 


Vogue reaches and influences 400,000 

top families of taste and means 

(a readership of more than 3,000,000) 

the hard core of trend-setting, 
fashion-responsive readers, recognized 

and copied for their taste 

all over the nation. When they buy, 

the acceptance they give merchandise starts 
production machinery humming to keep up 
with the chain reaction which follows. 


Advertisements in Vogue are introductions 
to hundreds of leading stores, 

where your advertisement is read 

and acted upor by thousands of buyers 
and merchandise managers; where Vogue’s 
fashion power consistently becomes the 


“‘go-ahead-and-buy”’ 


signal in window 


and local retail advertising. For it sells 


millions who recognize on sight the one 


name synonomous with fashion . . . Vogue. 


Identify your product with the vitality 

of Vogue’s fashion news. Tell your 

sales story to the trend-setting families 

and leading stores of America. Watch Vogue 
get you a larger slice of the sales pie. 


the selling power is fashion ...the fashion power is VO CUF 


420 Lexington Avenue, New York 17,N.Y. 


space. Mediocrity in copy can 
prove a severe handicap. 

“In view of the trends which 
appear to be developing and tlie 
factors which seem to work to ihe 
advantage of newspapers,” Mr. 
Young says, “the bridge between 
expectation and realization must 
be built on foundations of long- 
range planning and paved with 
close cooperation between the 
medium and its suppliers. It be- 
hooves both to initiate such prep- 
aration as soon as possible.” # 


Wennerberg Heads Research 

William (Bill) Wennerberg has 
been named director of the new 
marketing research division of 
Electro-Voice Inc., Buchanan, 
Mich., manufacturer of high fidel- 
ity and broadcast equipment. 
Prior to joining Electro-Voice 
four months ago, Mr. Wennerberg 
was supervisor of industrial mar- 
keting research for Armour & Co., 
Chicago. 


THE SUM OF 
THESE LOCAL 
GOVERNMENTS EQUALS 
THE NATIONAL 
MARKET! 


Giving them reasons to buy in 
MAYOR AND MANAGER will help 
you get your brand elected. Top 
men on city teams across the 
country will see your sales 
message in the receptive at- 
mosphere of their own special 
interests in this new, best 
edited, easiest to read publica- 
tion. Circulation guaranteed: 


First in its field in advertising 
volume and first in the hearts 
of its readers because it talks 
their language best, LAW AND 
ORDER reaches and influences 
Police Chiefs, everywhere. From 
photo equipment to radios—for 
big unit sales—be sure you sell 
these uniformed men of deci- 
sion. Audited circulation: 


11,325 


William C. Copp & Associates 
72 West 45th Street — New York 36, N. Y. 
MUrray Hill 2-6606 
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Animal Bank Started 
Richard G. Krueger Inc., man- 
ufacturer of nursery toys includ- 


ing Lucky Lucius, the elephant 
Bu 

KOBY 

Fyn acl 


Radio 


HOOPER — PULSE — 


° * 


NIELSEN 


(AA, Sept. 30), is making avail- 
able a “new service to editors”’— 
an animal bank. Krueger’s assort- 
ment of stuffed animals are avail- 
able as props through the compa- 
ny’s public relations counsel, Al- 
bert Millet, 212 Fifth Ave., New 
York. Also included in the offer 
are Krueger dolls, nursery lamps, 
books, wall plaques and other nur- 
sery items. 


BofA Issues New Study 
“People Plus Newspapers Equal 


Action” is the title of a 20-page 
report published by the Bureau of 
Advertising, American Newspaper 
Publishers Assn., New York, based 
on a motivation study made by So- 
cial Research Inc., Chicago. The 
report shows how newspaper read- 
ing “leads to a definite action on 
the part of the reader.” 


Slocum Heads Oregon Week 
John Slocum, national sales 

manager of KGW-TV, Portland, 

Ore., and 2nd vp of the Oregon 
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Advertising Club, has been ap- 
pointed chairman of Oregon’s par- 
ticipation in National Advertising 
Recognition Week, scheduled for 
next February. 


Albert Joins Jordan, Sieber 

Herbert P. Albert has been ap- 
pointed to the creative staff of 
Jordan, Sieber & Corbett, Chicago 
pharmaceutical advertising and 
marketing agency. He formerly 
was on the copy staff of McAdams 
Associates, Chicago. 


WAX 


WE FOA MING 
CLEAN GER 
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Pr kr ane 


“ALL 3 FEDERATED NEWSPAPERS GIVE EXCELLENT 
COVERAGE IN ‘HEART OF MICHIGAN’ MARKET...” 


...says K. W. Bennetts, District Manager, COLGATE-PALMOLIVE CO. 


“When you have a good product and a large, responsive 
market, your one problem is to get them together. Some- 
times that is a tough problem, but many times easy. It 
is not always easy to evaluate the results of any given 
advertising medium; however, we highly recognize the 
excellent coverage The Battle Creek Enquirer and News, 
Lansing State Journal and the Grand Rapids Herald are 
capable of giving our advertising message. In the ‘Heart 
of Michigan’ market this is important—a job that Feder- 


ated Newspapers can well accomplish.” 


in history. 


Whenever merchandisers like K. W. Bennetts 
seek sales in this thriving “Heart of Michigan” 
they insist on all three Federated Newspapers 
for penetrating coverage. Not only do the 
Grand Rapids Herald, the Lansing State 
Journal and the Battle Creek Enquirer and 
News deliver the consumers in their respective 
towns but they also deliver a bonus circulation 
in those 35 of Michigan’s 83 counties where 
sales, salaries and business activity are highest 


Owl4 FEDERATED PUBLICATIONS COVER THE HEART OF MICHIGAN 
GRAND RAPIDS 


Herald 


State Journal 


LANSING 


BATTLE CREEK 


EnquirersNews — 


REPRESENTED NATIONALLY BY SAW YER-FERGUSON-WALKER COMPANY 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel del 
Coronado, San Diego. 

Jan. 20-22, 1958. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 

Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

April 16-18, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 17, 1958. University of Michigan, 
5th annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- 
ministration, in Ann Arbor. 

April 22-24, 1958. American Newspaper 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of 
Advertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 
May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, annual meeting, Royal York 
Hotel, Toronto. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hii- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Ad- 
vertising Executives Assn., summer meet- 
ing, The Broadmoor, Colorado Springs, 
Colo. 

*Sept. 10-12, 1958. Direct Mail Adver- 
tising Assn., 4ist 1 conventi 
Chase-Park Plaza, St. Louis. 

Oct. 23-24, 1958. Audit Bureau of Cir- 
culations, 44th annual meeting, Drake Ho- 
tel, Chicago. 


Katz Names Three VPs; 
Plans Sales Staff Expansion 
Katz Agency, national advertis- 
ing representative, has named 
three new vps, and will expand its 
sales staff by the addition of 20 
people by March 15, 1958, when 


the company’s New York office 
will have moved to expanded 
quarters in the new 666 Fifth Ave. 
Bldg. 

Promoted to vp are Daniel Den- 
enholz, Morris S. Kellner and 
Scott Donahue Jr. Mr. Denenhoiz, 
with the company since 1931, su- 
pervises advertising, publicity, re- 
search and sales data activities. A 
25-year-man with the represent- 
ative, Mr. Kellner heads the radio 
sales staff. Mr. Donahue heads the 
tv sales staff. 


Chicago Art Studios Merge 

Jim Lanteen Studio and Art For- 
um Studio will merge their com- 
mercial art services, effective Dec. 
1, in new quarters at 65 E. South 
Water St., Chicago. 
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Women love Everywoman’s because it 


TIRS 


THE HEART 


Look at our new December issue, and you'll see what we mean. 


It’s all about the brightest time of year for children — for 


the child in all of us for that matter. 


There are loving warm stories on the laughter of children, 
big and little holiday games, foods that bring a fresh new 
surprisé for each of the 12 days of Christmas. And a 


wonderful article on gifts that children can and will love to make. 


If you have ever had a child — or been one, you'll want a 
copy of December Everywoman’s. You'll understand why 


women have a special feeling about the messages 


- 


they read in Everywoman’s. 


Everywoman’s . 


MAGAZINE 


NEW YORK...16 East 40th Street, New York 16, N. Y., MU 9-4757 
CHICAGO... 35 E. Wacker Drive, Chicago, Ill., RA 6-O802 

SAN FRANCISCO... Whaley-Simpson Company, 55 New 
Montgomery Street, San Francisco, Calif., SUtter 1-4583 

LOS ANGELES... Whaiey-Simpson Company, 6608 Seima 

Avenue, Los Angeles, Calif., HOllywood 3-7157 


GETS RESULTS IN THE FASTEST-GROWING CHAINS 


(116 chains whose dollar volume has grown from 21/2 billion to 5.3 billion in 6 years!) 


Oren 
OSCEmM@eR 1e68> 


THE LAUGHTER 
OF CHILDREN 
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Merchandising Ideas 


Tray Makes Ice Balls 


e A plastic ice tray that can make 
ice balls resembling golf balls is 
the package U. S. Rubber Co. is 
using for its U. S. True Blue, U. S. 
Three Star and U. S. Princess golf 
balls this Christmas. The green 
plastic ice tray, in two sizes—to 
hold either a dozen or a half dozen 
golf balls, is being sold at no extra 
charge in sporting goods stores and 
in sports departments of depart- 
ment stores. The tray, with indi- 


ICE BALLS—U. S. Rubber Co. as a 
Christmas promotion is packing 
golf balls in a tray that makes ice 
cubes. Half the box is shown above. 


vidual dimpled molds duplicating 
U. S. Rubber golf balls, also may 
be used as salad or dessert molds. 
Each package has a Christmas card 
on top to personalize the golf ball 
gift. The company is providing 
dealers with a special display card 
which holds both sizes of trays, 
and is offering its indoor putting 
device that holds several types of 
golf ball packages. 


Station Promotes with Playtex 


e Time buyers and other friends 
of WNDU-TV recently received a 
long cylindrical package from the 
South Bend-Elkhart, Ind., station. 
Inside, of all things, was a Playtex 
girdle and an accompanying letter, 
which began, “By the time you’ve 
received this apparel-intime, 
South Bend-Elkhart’s hottest tv 
operation will have switched from 
Channel 46 to 16.” The letter went 
on to say that in this all-uhf mar- 
ket, WNDU-TV is now first “on 
the dial, in ratings, in local pro- 
gramming, in local business, in lo- 
cal news ratings and in sports cov- 
erage.” On the front of the girdle 
was imprinted, “Look Behind.” On 
the back, “Mold and Hold the ex- 
panding South Bend-Elkhart mar- 
ket with WNDU-TV.” 

A postscript answered the ques- 
tion, “How come the girdle kick?” 
William Thomas Hamilton, 
WNDU-TV sales manager, ex- 
plained that Playtex came on the 
station, exclusively, “with minutes 
and 20s” at the end of January, 
1957, and by the end of March, 
Playtex sales figures on girdles 
only “were up in South Bend 51.- 
7% in the first quarter of 1957 over 
1956.” A second postscript cited a 


Kelvin 
does 
at! 


See page 98 


South Bend department store 
which tied in with the Playtex 
girdle and bra plugs with a two- 
second trailer. Mr. Hamilton re- 
ported that after Playtex hit the 
air, but before the tie-ins, sales in 
the store doubled, and after the 
department store tied in with the 
Playtex plugs, sales went up five 
times—to $10,000 per month. 


Alarm Points Up Safety 


e An alarm clock rang up the cur- 
tain on a new Bristol-Myers prod- 
uct publicity program for Mum 
cream deodorant last month, when 
editors of consumer publications 
received a novelty alarm clock 
with attached felt pouch containing 
a jar of Mum. Pointing up Mum’s 
“24-hour safety” theme was the 
number, 24, embroidered on the 
pouch and a tag bearing the leg- 


SAFETY—Bristol-Myers chose _ this 

novelty alarm clock to symbolize 

Mum’s “24-hour safety” theme in 
a promotion to editors. 


end, “24 hours a day—with no 
cause for alarm.” Bristol-Myers 
says the product publicity pro- 
gram is designed to lay the ground- 
work for a strong 1958 promotion. 


Advertising Age, November 25, 1957 


T&A Sponsors Show 

e T&A Saveway supermarkets, to 
celebrate its 99th anniversary this 
month, brought an all-star show to 
the 12 Ohio cities where its stores 
and associated stores are located. 
During the 16-day period ending 
Nov. 9, 34 performances were pre- 
sented. Tickets for the show were 
given by T&A to customers, one for 
each $25 worth of cash register 
tapes. The show, “Parade of 
Stars,” featured the Four Aces, vo- 
cal quartet, Denise Lor, tv actress, 
and Tex Beneke and his orchestra, 
plus other acts. 


Tool-orama Spurs Sales 


e Members of the Los Angeles 
hardware sales force of Black & 
Decker Mfg. Co. have been tour- 
ing their territory recently in a 
specidlly-rigged Tool-orama dem- 
onstration bus, spurring sales for 
B&D dealers. From the bus, they 
hold on-the-spot power tool clin- 
ics, showing both the use and care 
of the tools. The service is being 
made available to all authorized 
B&D dealers in the area, which 


comprises Southern California, 
the southern part of Nevada, and 
Arizona. 

Ralph Rinard, B&D Los Angeles 
hardware division district manag- 
er, and two of his salesmen, Owen 
Cram and Al Miller, conceived the 
idea of the traveling bus and pur- 
chased and outfitted the trailer 
themselves. On the road, the men 
set up shop in a location designat- 
ed by the dealer, who informs his 
customers in advance of the clinic. 
Mr. Rinard says an average of 83 
persons have attended per stop, 
figured on 2,500 registration cards 
in a recent series of 30 clinics. 


Black Forest Clockenwierken 


e To merchandise a premium pro- 
motion for Jolly Time popcorn, 
American Pop Corn Co., working 
with its agency, Allen & Reynolds, 
sent letters to its 104 brokers to 
key them up for the promotion, 
which offered a Black Forest clock 
from Germany for $1.50 plus a can 
lid from the popcorn. The offer 
was made to the public through 
newspaper and comics section ads. 
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and for this advertisement... 
the same judges also 
gave us this award: 


B°T is the only magazine in the 
vertical radio-tu field with 
membership in the 

Audit Bureau of Circulations 


Here's a cross-section of media buyers and what they say about 
the Audit Bureau of Cireulations Their remarks were stimulated 
by Broadcasting-Telecasting’s admission to A. B.C last year 
B+T has the largest paid circulation in its field. BeT 

distributed more paid cireuiation in four months than al! others 
in the field combined distribute in a year 


There's no abracadabra to Audit Bureau audits. It is a standard 
of measurement of PAID circulation The rules were written by 
advertisers and agencies. BeT has met them, alone in its fleid 
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1957 Educational Award 


..in recognition of the most 
distinguished advertise- 
ment by an.ABC member 
in the Business Publica- 
tions Division. 


ish ee) Cae <: 


Be | oe ee 


eal fe es a Co cee an en aa rea is he “gia” ge Deri ae? et ae sae BT a a - 
: eae | A ee ee fn, AE ae cs ge rein onli ia ; e Gee ici yi ae 7 pte otek Sake. gg Bo 2 ena sin Sk ee Ape ee ees bs 
w. . ogee aL ee aed Te ot oe ee a ares ie em. ee ee eed eee ae i 10) a 3 SS aan = water ~ Beth wh no es PEAR em 
: ell saat ee fe Pes nhc E bee te a sath é abn ee eer angen s Ts . i oe ey ae eM? 3 Ot ee a . iiueetr "eee, POs eos : 
git ees 4 ee ie er : ee: chet ie 8 ae i - Se ee ns a. Ce ery sie ai et Ag ie ige pares 8 a ee 

ee : : peel Be re) 4 » io ae eee ll Seg gi RR a i fre a atl Aes Be Manigold ns ct” eimai See: Ba : se ee ae | eee ae 

100 Oa A el ree ae pre e: Sie ee S30 : i eS oy ae Cane ates oe eee ae emi Gee ee oy. > IE or a Asean Paeehn Roepe os ee 

ts ee ae a ee meee ; fae eae Re x ah Se Ta : eee > as Flee wel yeicle (ell ce i eee BF ate aE ERE cin) ils pat ys MR TP 
ha Se Belin pee engi Boe ool a ary =<. sea ee ae ee ee eS ee |S > igh inn ee er a, ee) OTE NMR YS aos aed ee po. | ae ra 
32 eee * a nt pa! a go 2. aa a pat feat Car ME ee be ct a i ered Ca ie te ave <I set NWS a Bre, ce Beet ee eae ee eae pes SO te ae ee eee ane) 
ae “ ett nee = —_ Th Stuer ee Bo Spe Aa bi ps otha ies af ~ apes a Oy ae gee ree Bee or he "8 ae Hoes = 
Ee Pace 3 Seer , Se mee Sc = ee ee, sere et as NE pre ae eeae. nie). | cnet yee IMS Rb RR aL ete ee oe 2 TOA goo oa ee Se ee 
= a4 i : * eS : “ = ee ie inti Pere te: . boa cia Bae Rath <= 2 ei one 8 é A ae ej yl ? Fa es i eee Bho ee 8 ree a 
Sa ‘ > : é aren i Bo es eG 

i 
| ) 
a Fe “ : i 
i 2 eRe : ah. 
: oie. - ae 
- aaa sae < os 
2 SAA eee 
A ae j 
ae rf 
: yu re ea 
i* bs ta 
7 x es. | 
= . * 
——_ , a a 
tog & < 
SAT i, SR ali 
2 gt ee oe oe, { 
% Fe Pe aga re ge 
; i ct ee, : ! 
by of i ay i ts i * | | 
eae \ 
- Z : 
: | 
’ . 
ro | 4q 
vee 3 at: ae ee 
ene Ee me la j 
ane 22 ae Aas | 2 
eet i fetec- 
rn ges ae ate’ vee | ae 
ge eae ig! hoe : 
s fer eat Mae hs, |e Nee akg | 
i P foes Whe 2 — 
4 ety FEY ie Cie < | 
ae <a eae ‘ | 
an ¥ re ee -alielirreis. al 
pe ee aad Po ' 
“3 Rs in ret ae 2 | 
ea ee eee i tae ’ : 
a ‘ aon ee ie ed | , ‘ 
3. “i Ale Fos. ae ee en  ——————————————————eeeaeEeEEEeEeEeEeEeEeEeEeEeEeEeEEEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEee eee ae 
; \ 4 ve pee en ——— , 
is ; Es Ra «OS to nn : - 
; lem oe: on Fi ca % a é l ” = 
=o el aatee . ee a, oe ; E ? 
Ps : zs F mA? rs pe cage fe ' : i a , i 
: r ait oa ee ; , : : arn 

: iy is a as vi : pen ( 

; (i i : . . 
=“ F nad uy : | 
rr a ;  ) ' t _ | 
= ae  & 
= eS : ian 

i x WHLIAM C ORKKER : ; fh 5 

E , View Preestont ‘ iy 

‘MeL ene Evricheen tar New York City i 
5 , “Our eomtereiin @ the Aude Beswe of a 
e : Covstonens spon for oor bait cad aoubdoess ? ; ) 
5 t teak enpeeneinn. We ere haope thes ‘ 
- DrcadrectingeTeicanating chested to joss the vouha” FRANK KEMP q * i 
Veee Prenttent omd Wedte Dtrer ior 7 
(metas Advertmemg Sew Vere 5. 
: 5 tend Fm Matty 0 feces of tute Barane of Corente ; | 
: ee XE -Fe, ty , 
7 ; ; 
ph bi _» ie J ; : | 
a ‘ - eet ; Z Hy 
3 Y i a | | 
| ; £25 % ‘ ‘, 
» oo ’ j 
| 3 a H 
*s FRANK COULTER 78 $a : = 
| tee: Ammeriate Dnrerter Media Relations na 
ita Young & Rubicam. Ime. New York 4 a : | 
7 a DErERRe « ; 
; ? we change fa that © paid crentetes magnon View President, hnceter af Metis $ : 
a | Bi ee ge maak «tis ore reapencire oe ators Lconee & Newell, ter, New York if i 
" oi ne i Gi my OE fetes semmets te gore vert oom arte ee 
, , TR a SS beg t-- J ee 
ie = wu eet ies net oven pa ABC cntine oniy Nagere ead Chee ageecwe Medel Berewe 0) ¥ ey ' 
if : 7 pay cage ryen tate! midge eae ze 
fe q 74 ~ meeen ss 0) ember eepenes bog wer tng tents cad wmved gee fer 
é @ ; Sines se fo tin cezene Po og 
a : : : 
% sae hi : : if ee 
aa - « - * rt 3 “Z 
.. : oe € 4 i : 
al | emt 9 . ; 
“ j F #ne - - ; 
o Peng * 
rae ~ ~ — "eenne 
63 " Reese ond Pebtcenen Meadqverters “8hime | 
: ; : Sie ceee - ba. £4 Uc KiNGnn 7 felting 175 tee = a ae 
Vice President, Chsrge of Wade hereteny “ | 
Pea nm ee ae hi Deana 
: Ped dominion, 42 meme ty ADL. we the tages whet © low Mbwory © te the oftprecy at 
way Seeteremees 6) vader Benet eed cate cntameneatio fo ths ewe corres of be pre ie 
: y — oes - Tent Fontan Fea sonatas Fa an 
% the man whe page bie money totems te rent eveptance We wat grow ap fee oe ot ABE : u 
ge AX Si tt Ft oad ts ae 1 é 
aay @ “awvom 8 ¢ <CKAGO 06 66 HOUYWwOOS > eat 
i Sd panoen eyes on tyrant Or : ne © 
: : a 
re 2 en, 9 ") 

Z - Wis 
ey; s - 
- | ; 

| iy 

m | 
“ 
Ke 
aa : 
vey : 
i 

; ‘ ’ 

; re 3 a 

ial 

f i : 
ae Te Sy 
a : 
sah x a 
as ) Pe P me “ 2 : 

a = a a : 
. - £: rh aed temesetge epee te Ramte  enty OT eee grees ori age pets en, oe ' 
ne : = <a igphetetes seen tome send wie opted see 

4 he ry re rt ee St a ve 
a be es TS SRT. SS ee a 
i * x Oe ag leet ew Oe ty SE eto t % 

= : : 8 eee om he emage ot ey hee quutipe ge Ets ‘s. 
= S ~ ~ — = ly Amy pee yz © © 

* : cm sepiresewmpe: Settee sf 
; ed Soa = 
is Ft GRORRCANTINE THLACASTNG'. cee at 
pe tI RN ee ny : 
. — te ee St: aioe 0 Gan a mbes e 
a Ae = mt ate ot se gees aed gee ims bee os mags Os oy E 
I . << “aes ee 
: ey ee 7 
: ny Sey fh | 2 a ae 
Sat at le er es = a Gat ay, Sela we er ne ep St eg ee , 
: _————wonw — > Sees a Ss9 ; 
‘ —F? a 
ae << gs PSS ; 
-/ eta ee A, eeg 8 
cc te ts sen i 

é : 

3 — om Sew a ne 
= | —_ mane ee 
me a 
iy | 
e Se 
ir Fi 
BPs pt 
< 

<. a 
of a ae ee em mei: REE a Sais Sle eee ee: ‘ wi ra cnacc oe tacts Pee ll = ieee atl Be ices ati ie e : 
an 3 ee oe ee a ERE ; ee ok mo genes pres et ee re : firs, hie Reps ee ee i ee ea rr ts: 

AY 5 yaa SS ea 2 ¢ GMs Thre. Siig alae I ag ti Pong meee 5 ‘ * sinecaaniaatee eetan pe ~ Se OT te SET acs a Ie pA pep a Se te al eR a Reals aos = 
ae: aes Mi > eta eek had a ee cepa a : ae Se gee Bye ee) 2 ae MN oe ag. ae 9 ee, 
> — ol ee ee ei eS ee 
pe) See oh ~ eae re : es Np ne Re a tk os Se : ri Dede a anime re : ; = Ps us pee Phe | i poco agin a Seed ee ae ear ee Pie Wie 
a wu oS a! ke ie ee Ok Pye ea cant | eo, hee ge : ee eS eee gee thik 

é ‘Saale he Bi Pir s ps oe rae, ok Cr, Sire a re oe ae : he oti hte ty : 2 \hael le oe ee ye tee es oN pues ic nea even eae : xe i. 

Pe nn Bee! ates ws es ta a f = ee tie ie ele eS Sa els > 2 SN eg 2 Se ee eRe oes me ee eee ee oy | i ee Ce ae ee ee boc TE By I pect hes: ei os ae ea ee i a it ae ea a Se 


PREMIUM OFFER—This one-third page four-color ad was used in comics 
sections along with a b&w newspaper ad to announce a premium 
promotion for Jolly Time popcorn. 


The letter, sent to Germany for 
mailing to the brokers, read: 


ACHTUNG JOLLY TIME! 
Der gang from das Black 
Forest clockwierken sure ist 
puten out der clocken. Utter- 
vise, comes 20 October und 
der hometown newsensheeten 


schtart tellen der folks about 
der Black Forest Clocken mitt 
Jolly Time Poppenstuff, und 
ve ist kerput! 

Vunce der poppenstuff lov- 
ers und das clocken vanters 
schtart buyen, der grocer- 
clerken to keep der geshelven 
upgefullen vill be gewierken. 


Und if der displayspacen und 
backenroom nicht ist up- 
gestocked, YOU ist kerput! 

Now ist der time for ge- 
shouten to das buyenpeoples 
und 20 October you vill up 
gehoppen and gejumpen mitt 
der grosser glee und der pock- 
ets mitt der sheckles gejing- 
lin. 

Ve clocken-maker-uppers 
ist ready—der lasten minuten 
ist nicht der time for das lead 
outen geten! 

BLACK FOREST 
CLOCKENWIERKEN 
Herr Schwingen Pendulum 


Otters Color Guide 


e Switzer Bros. Inc., Cleveland, 
has put out a new kind of color 
guide for advertisers who use day- 
light fluorescent color in their ads 
and ‘displays. The Day-Glo color 
guide contains detachable color 
swatches which help the advertiser 
choose a color for a specific job 
and clip a color chip to requests 
for quotations. The color swatch 
also allows the advertiser to check 


whether the screen processor is to 
use Sunbonded Day-Glo for max- 
imum lightfastness or the more 
evanescent In-Dor Day-Glo. The 
guide was designed for Switzer by 
McCann-Erickson, Cleveland. Cop- 
ies may be obtained on request 
from Switzer. # 


Romain Adds Clearight 

Seneca Textile, New York, a 
division of United Merchants & 
Manufacturers, has appointed Har- 
riet Romain Advertising, New 
York, to handle the first adver- 
tising for Clearight, a finishing 
process for sheer curtain fabrics. 
The agency also handles adver- 
tising for the division’s drapery 
and curtain fabrics. 


Moore Joins Guerin, Johnstone 

John C. Moore, formerly with 
Milton Carlson Co., has joined 
Guerin, Johnstone, Jeffries, Los 
Angeles. Mr. Moore at one time 
was a partner in the Chicago 
agency of Aubrey, Moore & Wal- 
lace (now Aubrey, Finlay, Marley 


& Hodgson). 


BROADCASTING Magazine is named 
1957's Grand Award winner for tne 
most distinguished advertisement 

among @llLABC member publications 


= promoting the significance of . 
ABC-audited circulation. 


AUDIT BUREAU OF CIRCULATIONS 


PRESENTS TO 


Publishers and Sreaders, ths 


1957 Educational Grand Award 


. 
Surat 


it} 
Broadrasting - Telerasting 
for @ Dishinguished Adverlisement 


Promoting the Sognifcance of ABE 
adited Carcullion to Adleertser, 


every advertiser who uses the pages of 
BROADCASTING can be a winner every time. 


BECAUSE ~— as the only TV-radio business publication quali- 
fying for membership in the Audit Bureau of Circulations — 
only BROADCASTING in its field can give you an accurate, certified 
count of how many (and what kind of) PAID subscribers will 
be reached by your advertising message. 


It pays to use PAID circulation.* 


| ee BROADCASTING 


~ THE BUSINESSWEEKLY OF TELEVISION AND RADIO 


1735 DeSales Street, N.W., Washington 6, D. C. 
A member of the Audit Bureau of Circulations 


*And BROADCASTING has more of it (18,428 total average PAID, first 
siz months of 1957) than the next three TV-radio journals combined! 


FRENCH MAID—Called the French 
Maid because of its variety of serv- 
ices, a new plastic five-in-one unit 
is being marketed by Federal Tool 
Corp., Chicago, to be used as a zip- 
per puller for back zippers, hem- 
line measurer, back scratcher, ex- 
tra long shoe horn and 6” ruler. 
Company name may be imprinted 
on the handle. 


Top Value Promotes Four 

. Top Value Enterprises Inc., Day- 
ton trading stamp company, has 
promoted four of its executives. 
E. James Buckley, field sales pro- 
motion manager, has been promot- 
ed to assistant advertising manag- 
er. MacDonald Stearns has been 
appointed vp, in addition to his 
post as general merchandise man- 
ager. Allen U. Hunt, assistant 
treasurer and assistant controller, 
becomes vp, controller and assist- 
ant treasurer. Andrew P. Brennan, 
assistant to the president and per- 
sonnel manager, has been promot- 
ed to vp, operations and personnel. 


Metro Comics Boosts Rates 
Metro Sunday Comics, starting 
with the Jan. 5 issue, will raise its 
rates 7% with a full page moving 
from $70,140 to $75,401 and the 4% 
page rate advancing from $34,660 
to $37,084. The 1958 rates are 
based on 19,200,000 ABC circula- 
tion, a 4% increase over the pre- 
vious year. 


BUILD 
ACCURATE 
RELEASE 
LISTS! 


With the Only 
Complete Listing 
of Over 3450 
Business, Farm 
and Consumer 
Magazines 


Ee 
New 
Me for 1958 


NEW PERMANENT OVER 2000 

NUMBERING CHANGED 
‘ LISTINGS 

New system gives permo- FOR 1958 

nent serial numbers to @ e 
, 6%" x 9% 

each mageotine. Mokes 5 

list building fast and easy. , 320 pages 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%” 
size, 320 pages. Write for your copy today. 


PRICE $18.00 Sent on Approval 
Name 
Company 
Address 
City State 
Bill: 0 Me 0 My Company 


BACON’S CLIPPING BUREAU 


14€ Jacko Biud. Chicago 4, illinois 
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39,850,000 people live in households of 1 or 2 persons. 


53,500,000 people live in households of 3 or 4 persons. 


34,350,000 people live in households of 5 or more persons. 


50,850,000 people live in households with children under 10. 


76,850,000 people live in households with no children under 10. 


All data in this report are from the latest nationwide survey of 

the Look average-issue audience, based on people aged 10 and over. 
The study, entitled The Look Magazine Audience, April-May, 1957, 
was conducted by Alfred Politz Research, Inc. Copies are 

available on request to Wallace Wegge, Director of Research, 

Look, 488 Madison Avenue, New York 22. 


24,800,00 
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LOOK reaches '7,200,000—over 1 out of 6 


LOOK reaches 10,950,000 - over 1 out of 5 
LOOK reaches 6,650,000 - about 1 out of 5 
LOOK reaches 9,850,000—about 1 out of 5 


LOOK reaches 14,950,000—about 1 out of 5 


Advertisers have long recognized the importance of all size families in effecting sales. For families of 

all sizes buy, or influence the buying of, most consumer products and services. As the latest Politz study of 
the LOOK audience reveals, LooK reaches broadly across all types of families . . . penetrates deeply 

into each of them. In your market, whether it’s all families or specific families, LOOK delivers one of the 
largest magazine audiences ever assembled. LOOK — The Exciting Story of People. 


people read LOOK 
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St. Yotershurrg Times 


ALL 


WSPAPERS, 


+ Ande 


l) Hickok Lingren 
- Ct HONORED—Richard D. Cri%p of Richard D. Crisp & Associates, Chi- 


cago, receives a plaque making him an “honorary chief” in the 

Minneapolis adclub, where he spoke Now. 14. With him are Roger 

Hickok, Bruce B. Brewer Co., program chairman, and Wilfred E. 
Lingren, ad director of Miller Publishing Co. 


Crisp Outlines Streamlined Ad Impact 


co 


The Times also held first 
place for the first 9 
months of 1957. 


— 


St. Petersburg Cimes 


FLORIDA'S BEST NEWSPAPER 


Represented Nationally by 
THE BRANHAM COMPANY 
Chicage @ Atlanta © Memphis @ Miami © Los Angeles 
@ St. levis © Cherlotte @ San Francisco @ Detroit 


® Dellos @ New York 


Study Method Aimed at Cost Cutting 


MINNEAPOLIS, Nov. 19—Richard 
D. Crisp, of Richard D. Crisp & 
Associates, Chicago, outlined for 
admen here a technique for eval- 
uating the effectiveness of ads 
which, he said, increases the sen- 
sitivity of the early “impact” 
methods. Mr. Crisp spoke last 
week at a Minneapolis Advertis- 
ing Club clinic. 

The method, he said, is based 
on the Gallup-Robinson playback 
method of evaluation. 

“But,” he said, “our technique 
and that of Gallup-Robinson took 
off in different directions. Our ob- 
jective was to get more playbacks 
per research dollar.” 

The original Gallup-Robinson 
“impact” approach used ads and 
editorial material placed in an ar- 
tificial magazine. They left the 
magazine with a respondent and 
later called back to obtain details 
of ad recall on three levels—un- 
aided, aided by mention of com- 
modity, and aided by mention of 
brand. 


s After years of experimental 
work, Mr. Crisp said, that tech- 
nique has been revised to include 
the following characteristics: 


e “We use a folder of five ads— 
no editorial material—to reduce 
interviewing time and keep re- 
fusal rate down. 


e “One of the five ads is a con- 
trol ad, constant in all flights. 
There is complete rotation of ad 
sequence in the folder to equalize 
position bias. We interview in 


four cities to provide a geograph- 
ic spread. 


e “All interviewing takes place 
immediately after ad exposure, 
with the folder of ads closed and 
out of the respondent’s sight. 
Routinely we use a sample of 100 
interviews. We think the sample 
size is sufficient, partly because 
we feel this is essentially qualita- 
tive research. 


“It isn’t the mumbers or score 
that counts, but what people get 
out of the ad.” # 


Kimberly-Clark Releases 
Brochure on Texoprint 

A 34-page guidebook on Texo- 
print plastic printing paper is be- 
ing distributed by Kimberly-Clark 
Corp., Neenah, Wis., to designers, 
printers and potential users of the 
product. The guidebook outlines 
the developments, characteristics 
and applications and uses of the 
printing paper. 

“Texoprint,” the booklet says, 
“is a printing material consisting 
of a balanced combination of 
strong bleached kraft fibers and 
synthetic latex plus opacifying 
and printing fillers.” 


The New York 

Men’s Post of the American Legion 
will sponsor a three-week trip to 
Europe by 74 persons next spring 
in support of the People-to-People 
program established under the in- 
itiative of President Eisenhower. 
The group will leave April 11. 


Admen Sponsor Euro Teip 
dvertising 


a. Pe - 


Denver Retailers point 
the way to 

more effective 

media selection 


L 


Rocky Mountain News Sires 


“Good Morning’”’ Newspaper 


Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 


In the first 9 months of 1957 
Denver's retail radio and TV 
stores placed 191,372 lines, 
73.7%, of their total linage in 
the Rocky Mountain News. 
Media Records 
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BUTTON UP 


its j 
. 4 © yo 
; Ae e~ = 


What? Button up more sales through greater 

selectivity of market and media. Like who? Like 

Dulany, of frozen food fame. How? By using TV GUIDE 
to reach the right people in the right market. Why 

TV GUIDE ? It goes home with more shoppers than 

any other magazine; permits spotting of ads in any 

or all of its 50 regional editions; rates high with 

grocers who value its sales appeal. Do as Dulany 

does ... put your advertising where your 


distribution is, through TV GUIDE, 


Today’s most flexible magazine 
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season in the metropolitan area. 
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Johnson predicted Satur- 
day that designation of a 

e highway 


into| a year in new 
s. 6 and U. S. 40| ness for 


Colorado. 
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The projected four-lane free- 
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ered sure to draw much traffic 
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lows main east-west routes 
through Wyoming and New 
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Editor and Publisher: 
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Another first for Davenport Newspapers! 


Editor & Publisher's judges declared 
Davenport Newspapers top winner of the 
Food Color Ad Competition for 3 
colors and black ads. To carry off sales 


prizes in this rich, top-ten Midwest market, 
let Davenport Newspapers carry v 
the full colors of your products ROP. o : 
You'll win with black and THIS TIME WITH ROP COLOR 
too, in Davenport *s 

Newspapers! Do a, 


white, 


COVERING DAVENPORT, IOWA; ROCK ISLAND, 
MOLINE, AND EAST MOLINE, ILLINOIS 


are doing. Represented by Jonn & Kelley 


Advertising Age, November 25, 1957 . 


Algernon Cale, 80, 
Retired Former VP 
of D'Arcy, Is Dead 


Sr. Louris, Nov. 19—Algernon 
Sidney Cale, 80-year-old dean of 
St. Louis advertising men, died 
Nov. 12 of a heart attack. 

One of the organizers of the 
original Advertising Club of St. 
Louis and of the club’s vigilance 
committee, forerunner of the Bet- 
ter Business Bureau of St. Louis, 
Mr. Cale was former vice-presi- 
dent of D’Arcy Advertising Co. 

Last October, Mr. Cale resigned 
as vice-president of Simmonds & 
Simmonds of Missouri and retired. 


H. BROOKS HERING 

New York, Nov. 19—H. Brooks 
Hering, 65, a retired member of 
the advertising staff of Time Inc., 
died yesterday of a heart attack 
in New York Hospital. He had re- 


tired from Time last December 


North Carolina's 


INTERURBI 


HAS THE LARGEST POPULATION OF ANY 


Dominated by 


North Carolina’s INTERURBIA . 


MARTINSVILLE 
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METROPOLITAN MARKET IN THE TWO CAROLINAS 


wfmy-tv 


. . FIRST in Total Population and 
the largest metropolitan market in the two Carolinas. Inves- 
tigate INTERURBIA plus the entire Prosperous Piedmont where 
more than 2,000,000 people are influenced by WFMY-TV. 
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ae yn Peint—Gullford County—Map 


winston -Salem— Forsyth County—Map Locatiz 
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ning of the Stete 
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Fe protested by 


Maren gian Righter & Parsons, Ine 


and since then had been with 
Reynolds & Co., a brokerage house. 
Born in Baltimore, Mr. Hering 
was a student at Johns Hop- 
kins University before winning a 
Rhodes scholarship at Oxford Uni- 
versity. Later he taught at Gilman 
and Hotchkiss schools, in Balti- 
more. Subsequently, he entered 
the banking business and became 
a vp of the Baltimore Trust Co. 
He joined Time Inc. as an adver- 
tising representative in 1933 and 
continued in that position for 24 
years. 


ANDREW W. ROBB 

Hauirax, N. S., Nov. 19—Andrew 
W. Robb, 81, chairman of the board 
of the Halifax Herald Ltd. and a 
former president of the Canadian 
Daily Newspapers Assn., died in a 
hospital here Nov. 9. Born in St. 
John, N.B., Mr. Robb entered the 
newspaper business as secretary- 
treasurer of the Herald in 1914, 
after spending the years between 
1898 and 1913 in various capacities 
with the Maritime YMCA. 

He became vice-president of the 
Herald in 1932, president in 1947 
and board chairman three years 
later. On Jan. 1, 1949, the Halifax 
Herald and Halifax Chronicle 
merged to become the morning 
Halifax Chronicle Herald, and the 
Mail & Star became the evening 
Halifax Mail-Star, all owned by 
the Halifax Herald Ltd. 


‘DAVID J. RANDALL 

| New York, Nov. 19—David J. 
'Randall, 56, salesman for Sawyer- 
Ferguson-Walker Co., publishers’ 
representative, was killed in an 
automobile accident Nov. 14 on 
the Merritt Parkway near his home 
in Westport, Conn. Born in Virgin- 
\ia, Mr. Randall grew up here and 
|as a young man joined his father 
as a publisher’s representative. 
Later the Randall organization 
was merged with Shannon Associ- 
ates. About 15 years ago Mr. Ran- 
dall joined Sawyer-Ferguson- 
Walker. 


J. A. HUGH KAY 

HAMILTON, OnT., Nov. 19—J. A. 
Hugh Kay, 35, retail advertising 
manager of the Hamilton Spectator 


since October, 1952, died in a To- 
|ronto hospital Nov. 11. 

| Born in Kitchener, Ont., Mr. Kay 
jentered advertising with the 
Kitchener-Waterloo Record, of 
which his father was vice-presi- 
dent. He was retail manager of the 
Courier, Cranbook, B. C., before 
joining the Spectator in 1952. 


‘Evening Star’ Boosts 3 

The Washington Evening Star 
has promoted sons of three former 
executives of the company to ex- 
ecutive positions. John H. Kauff- 
mann, son of the president of the 
Star, has been named to the posi- 
tion of business manager. He has 
been assistant treasurer and as- 
sistant business manager. New- 
bold Noyes Jr., son of the late as- 
sociate editor of the Star, has 
been named executive editor, and 
John W. Thompson Jr., grandson 
of the late Theodore W. Noyes, 
longtime editor of the Star, be- 
comes associate editor. 


‘Financial World’ Moves 

Financial World has moved to 
new quarters in the Whitehall 
Bldg., New York. 
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A man's guide to women: No. 16 
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The Art of Music 


Two widely different attitudes 
toward The Seven Classic Arts 


We’ve demonstrated all sorts of startling differences between men and women 
in the way they conduct their daily lives. But what, we began to wonder, 
were their attitudes toward more ethereal things? How do men and women feel, 
in other words, toward The Arts? Well, we’ve discovered that the world of 
aesthetics is divided into two quite different attitudes: Male and Female. 
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3 
The Art of the Theatre 
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The Art of the Dance 
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MALE 


Just as men and women have different attitudes toward The Arts, so do they 
have different attitudes about what they read. Because Ladies’ Home Journal 

understands this difference, and edits the magazine specifically for women, 
more women buy and read the Journal than any other magazine on earth. 


And because advertisers recognize the influence of this person-to-person 
relationship between women and the Journal, they invest more money 
in the Journal than in any other women’s magazine. 


THE NO. 1 MAGAZINE FOR WOMEN: 
NO.1 IN CIRCULATION * WNO.1 IN NEWSSTAND SALES * NO.1 IN ADVERTISING REVENUE 


Women have a world of their own... 
and a magazine of their own... 


“JOURNAL 


A CURTIS PUBLICATION 
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French & Co. Doffs Decorum to Make 
Antiques Inventory Fit New Quarters 


New York, Nov. 19—How does 
a company double its sales and 
treble its customers for the year? 
The answer—even in the rarefied 
world of art and antiques—is pru- 
dent advertising. 

Witness French & Co., a 117- 
year-old dealer in museum-qual- 
ity antiques and works of art. 
Last spring the company was faced 
with the problem of diminishing 
its $10,000,000 inventory of 12,000 


costly items—ranging from  a/|inner-sanctum were head- Po aR Em 
$200,000 Michelangelo to a $75/lined: “Private sale—for antique- naan ano 
ruby glass perfume vial from the | Copy stressed the Cat sete ery 8 ns 
household of the late J. P. Morgan. | collection’s scope, making it sound aisig snr ~ any 

The need arose when the com-|like a vast private assemblage to rc 


pany decided to move from its 
labyrinthian seven-story building 
to a penthouse gallery—lavish and 
modern, but with only half the 
space of its old quarters. 

The solution obviously was to 
advertise a removal sale—a ven- 
ture quite alien to the character 
of this company, which always 
has emphasized its exclusivity— 
almost seclusion—while catering 
to some of America’s first fami- 
lies, museums and collectors. 


® The company, however, de- 
cided to give it a try, and an ad 
budget of slightly under $50,000 
was set up for an eight-week 
newspaper and spot radio cam- 
paign this spring. This fall, when 
the company learned there would 
be a delay in completing its new 
galleries, an additional $30,000 
was slated for a second campaign, 
now under way. 

The results have “more than 
paid off,” according to Spencer 
Samuels, president of the compa- 
ny, “not only in the number of 
customers and the amount that 
they have bought, but in that we 
have become known to so many 
more people than previously.” 

Last spring, attendance quin- 
tupled. This fall, with the sale less 
of a novelty, attendance has tri- 
pled. 

As for sales: “All I know is that 
this spring my business was run- 
ning about 20% ahead of last 
year. Then we started advertising 
this sale, and business suddenly 
was running 100% ahead,’ Mr 
Samuels told ADVERTISING AGE. 
For the year, he figures sales will 
be “more than doubled.” 


® For the sale, merchandise is 
marked down from 20% to 60%. 
Among the bargains are six 
French 17th century armchairs 
reduced from $45,000 to $32,500; a 
paneled room from the Fifth Ave. 
mansion of the late Mrs. Corne- 
lius Vanderbilt, reduced from 
$40,000 to $32,000 (furniture and 
fixtures extra); and Napoleon's 
mahogany sleigh bed, marked 
down from $10,000 to $6,500. 

Ads run on a frequent schedule 
in the Herald Tribune, New York 
Times and Wall Street Journal on 
a r.o.p. basis. In the World-Tele- 
gram, the ads are run on the an- 
tiques page. Last spring, 75 radio 
spots were aired on WQXR. 

The campaign has to toe the 
straight-and-narrow. The compa- 
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}opened to the public for the first 


ny (1) has to be careful not to of- 
fend the connoisseurs and collec- 
tors who make up its bread-and- 
butter clientele; 
off the just-looking-thanks crowd 
and (3) still attract thousands of 
new luxury-item customers. 


(2) must scare 


s At first, special engraved invi- 
tation cards were sent out to the 
regular customers. Opening ads, neunere 
designed to enforce the privileged Sia tay @ 


being 


The austere stone facade of the ; aie PAGs By avacer cnew youn 0 -pLamn eabe 
French building was 
prominently to suggest the com- 
pany’s imposing aura, to ward off 


pictured 


HEROIC "BARGAIN BASEMENT” SALE 
Of antiques ard ar) odie’ «0 the detectable duegeors of 
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ter those great wrought-iron 
doors. 

After the introductory ads, the 
campaign began promoting cate- 
gories of items, such as paintings 
or tables. Next, the campaign be- 
gan featuring a single item per ad 


HEROIC SALE— |_like a 17th-century Augsburg 
Company did |ebony apothecary’s chest, reduced 
come when |from $3,500 to $2,450. 

French & Co. ad- Now the ads are featuring as- 
vertised its bar- |sortments of three or four differ- 
gain basement |ent types of pieces in each inser- 
sale in New York |tion. Sample headlines: “This cen- 
newspapers. The tury’s most uncommon sale” and 
company reports 
Lote pF ys s But on Nov. 10 the company 
bled sales for the 
year when it pro- 
moted its first |of a prone Roman (“a steal at $6,- 
clearance sale in |500”). 

117 years. (Lu- “Get up, Lucullus—company’s 
cullus is offered |coming,” said the headline, refer- 
for $6,500—re- j|ring to the customers expected to 


“Priceless—less 20% to 60%.” 


shed its dignified demeanor and 
tried a bit of whimsy in an ad 
picturing a 510” marble sculpture 


cumbent.) attend a “heroic bargain basement 
sale of antiques and art objects in 


casual bargain hunters, and yet;who previously had lacked either |the delectable dungeons of French 
to attract a broad class of people|the interest or the courage to en-|& Co. Wonders and weirdies, mar- 
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Does , business publication 
advertising help salesmen ? 


No one is in a better position to give a hard-boiled, practical answer to this question 
than the men who spend their working lives on the sales front...the men the ads are 


supposed to help... the men who sell. 


Here are the statements of salesmen who know what advertising does for them 
when it appears in the industrial, trade or professional publications that serve the 


specialized markets to which they sell: 
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st 


J. H. Bauer 
Bristol-Myers Company 


sells to retailers 


© ak, 


says Mr. Bauer: “My end of the business is pri- 
marily to do things for the retailers. So’s the trade 
journal side of our advertising program. 


“The consumer advertising gets people to go to the 
retailers and gives us good brand recognition and all 
that, but everything else we do in this company is to 
help the retailers move our products and ‘make a profit. 


“A big part of that is persuading them to get our 
brands out where they can be seen to meet the adver- 
tising effect. 


“We have more than trebled the number of salesmen 
compared to what we had several years ago but our 
distribution has expanded so greatly that it’s still hard 
to cover the trade. 


“Thank goodness our company does a very stout trade 
advertising job for us. It supplements our heavy con- 
sumer advertising. 


“It works too. It breaks the ice. No matter where I 
walk in to call on a wholesaler or retailer, I'm no 
stranger. 


“I know that some companies in our field operate 
under the false assumption that consumer advertising 
can do it all. 


“Tt can’t. 


“The consumer advertising can’t talk about how we 
can help the retailer make money. You can’t count on 
it alone to sell the executives of chains. 


“Our trade advertising makes druggists, grocers and 
variety store people conscious of a new product, or a 
new promotion, or a new deal. Does it before I get 
there, too. It makes them anxious about it before I get 
there. It lets them know there’s something big coming. 


“Our advertising in the business papers also impresses 
retailers about the business they could lose if they let 
their stocks dwindle. 


“Now, there’s another side of our business paper 
advertising that has a very strong influence on my 
sales. I mean it really helps me. I'm talking about the 
advertising to professional people. That advertising 
does a lot to persuade nurses and doctors to recom- 
mend our products to patients under their care. 
Bufferin, for example. Naturally, it’s wonderful for my 
end of the business if that advertising creates the im- 
pression with thousands of patients that our products 
have achieved professional recognition. I actually talk 
to retailers about what our company is doing to win 
the recognition of professional people and induce them 
to recommend our products. 


“Incidentally, that is surely one area of business paper 
advertising where the consumer ads can’t reach. Only . 
in professional journals can you talk in detail of in- 
gredients, for example, which can be-a very important 
part of our sales story. 


“It’s pretty obvious that trade advertising which does 
all these things helps me sell.” 


Jack Hegarty 
Texas Instruments Incorporated 


sells to industry 


says Mr. Hegarty: “I seli semiconductors and 
other components to original equipment manufactur- 
ers in the electronics field. With the tremendous ex- 
pansion in the electronic industry today, one of our 
problems is prompt coverage of the market when a 
new or improved device is announced. I can contact 
all my larger accounts within a few days, but it takes 
considerable time to cover the many smaller accounts. 


“That's one of the reasons I think our advertising in 
business publications is so important. It covers all my 
prospects, large and small, and gets the story of our 
products to all three groups that can influence pur- 
chases —the engineers, the purchasing agents and top 
management. In some accounts 50 or 60 engineers will 
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vels, monstrosities. Come see 
them, come buy them at 20% to 
60% off, down, down, down in the 
gallery’s nether regions.” 

Reaction was a “smashing suc- 
cess” not only in sales and atten- 
dance, but in congratulatory calls 
from all along Madison Ave., with 
admen hailing the ad as a “clas- 
sic.” As a result, the company is 
now working on a similar caprice 
involving “the dust and delights” 
of its attic. 

The ads are handled by the 
company’s own ad department un- 
der the direction of Marjorie Tur- 
on. 


® When not in the throes of a 
sale, the company runs quiet, in- 
stitutional-style ads (where never 
a price is mentioned) in Antiques, 
Art in America, Art News, Art, 
Painting & Sculpture, Art Quar- 
terly, Burlington, Connoisseur, 
Interior Design, Park Ave. Social 
Review, Promenade, Social Diplo- 
mat and The New Yorker. These 
ads are handled by Osgood & 
Hazen, # 
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New Kimberly-Clark 
Center Stresses 
Information, Comfort 


NEENAH, Wis., Nov. 19—After six 
years of operation, Kimberly- 
Clark Corp. last week opened its 
Sales Promotion Center to mem- 
bers of the press. This was the 
first time anyone other than Kim- 
berly-Clark employes, wholesalers 
or customers had been permitted 
to see the inside operations of the 
center. 

A self-contained unit in its own 
building, the center operates as 
part of the company’s industrial 
and specialties division, which 
produces printing papers, indus- 
trial wadding, packing, and other 
miscellaneous products. Within 
its own space, the center contains 
a fully equipped auditorium, with 
stage and a full complement of 
lights and curtains, plus a com- 
fortable lounge area and a kit- 
chen suitable for the preparation 
of complete dinners. 
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the products are well known, make a dramatic dis- 


lions which indicate the marketing fields in which play in Kimberly-Clark Corp.’s sales center. 


Major use of the center is to! motion possibilities. Men are in- 
give salesmen of Kimberly-Clark | vited for a two and one-half day 
wholesalers a better understand-|stay, during which time all 
ing of the products and their pro-| lunches and dinners are served at 


attend a meeting. However, there are still many 
decision-making personnel who can’t attend because 
of other demands on their time. But I know that they 
will get our story from our advertising. 


“On cold calls, many times my selling effort is greatly 
assisted by the ‘pre-selling’ of our advertising and it 
seems to me that advertising often gets me an entree 
at a higher level than I can usually get on cold calls. 


“It helps in other ways, too. For instance, we get 
inquiries for applications and devices that haven't 
been developed by our company. Prospects read the 
advertising, get clues, then contact us. In one case we 
ran an ad that basically showed a specification sheet 
on a new component. On one inquiry I followed up, 
the engineer had the magazine open on his desk right 
at our ad. He asked me, ‘Can you meet this spec?’ It 
was different — but, by some specialized design work, 
something we could do. I secured a first release order 
for over $70,000 just from this one inquiry. 


“While my division of our corporation had first estab- 
lished its name in the industry on the basis of its work 
in semiconductors, we also manufacture many other 
components. They are in competition with units of 
companies longer established than we are. Here our 
advertising helps establish our name as a progressive 
company with a dependable reputation, good to deal 
with.” 


W. A. Beach 

Biack & Decker Mfg. Co. 
sells to wholesalers 
and 


’ retailers i 
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says Mr. Beach: “We have to sell our product first 
to the wholesaler; then help him sell to the retailer. 
We do a lot of missionary work. We make calls with 
the wholesaler salesmen and we run dealer and clerk 
training clinics in which we try to help the dealers 
improve their merchandising. 


“Our trade advertising in publications read by the 
wholesaler and dealer, works with us along those same 
lines. In other words, it’s like having an additional 


sales representative in each territory constantly call- 
ing on the dealers and wholesalers. Every time they 
open their trade books he tells them about our prod- 
ucts and the special promotions we run to help them 
sell more. He works nights too, and calls on them at 
home when they’re doing their reference work and 
planning. I know they do take their magazines home 
at night and read them. So, in effect, this ‘salesman’ 
works at night for us, and I do believe he finds them 
in a more receptive mood at that time. 


“The greatest evidence that our advertising is out 
there doing a job and really paying off is in connec- 
tion with the two large-scale promotions we do each 
year. 


“For instance, right now we're working on our current 
Christmas promotion called ‘The Bell-Ringer’. That 
was announced in September. Between the announce- 
ment and the Christmas selling season we must sell 
the wholesaler and then set up a schedule with each 
wholesaler to go out with his men and call on the 
trade and actually sell the deal to the retailer. You 
can imagine how tight our schedule is. In this short 
span of time we have to call on practically every hard- 
ware dealer in the territory. It adds up to a terrific 
number of calls and in order to get around, we just 
can’t afford to give each dealer all the time we'd like 
to. In addition, it’s extremely difficult to explain all 
the details on something like this Christmas promotion 
in the short time allotted each dealer. 


“We couldn’t do it if the advertising wasn't in there 
doing part of the work for us. Believe me, it’s wonder- 
ful to find that when you do call on a wholesaler or 
dealer you don’t have to take the time to explain all 
the details, because he has already read about it in 
the hardware publications. In most cases he’s ready 
to see the merchandise. We have the opportunity to 
close the sale in short order. Right now I’m engaged 
in making dealer calls with wholesalers’ salesmen 
and I'd say that nine cases out of ten the dealers 
have already seen our ads on the Christmas promo- 
tion and are somewhat pre-sold on the deal. In fact, 
in most cases I’ve found that all I have to do is show 
him the merchandise.” 


ask your own salesmen what your company’s busi- 
ness publication advertising does for them. If their 
answers are generally favorable, you can be sure that 
it is really helping them sell. If too many answers are 
negative, it could well pay you to review your adver- 
tising objectives—and to make sure the publications 
that carry your advertising are read by the men who 
must be sold. 


Howsalesmen use their companies’ 
HOw 
advertising to get more business 
use 
BUSINESS Here’s a useful package of ideas for the 
PUBLICATION sales manager, advertising manager or 
a agency man who would like to get more 
SELLING horsepower out of his advertising. Send 
for a free copy of the pocket size booklet 


which reports the successful methods em- 
ployed by eleven salesmen who tell how 
they get more value out of their com- 
panies’ business publication advertising. 


You can be sure that more of your sales- 
men will use your advertising after they 
read how others get business through 
these simple methods. 


The coupon is for your convenience in 
sending for your free copy. 


..-each of which serves a 


National Business Publications, Inc. 
specialized market in a specific 
industry, trade or profession. 


NATIONAL BUSINESS PUBLICATIONS, INC. 
Department 9A, 1413 K Street, N. W. 

Washington 5, 0. C. Sterling 3-7533 

Please send me a free copy of the NBP booklet 


“How Salesmen Use Business Publication 
Advertising in Their Selling.” 
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Name 


Title 


Company 


Street Address 


City Zone State _ 


the center, which functions as 
headquarters for the visit. 


® The center operates with a full- 
time staff of six, augmented by 
parttime bartenders and waitress- 
es according to the size of the 
visiting group. For major presen- 
tations, dramatic programs are 
developed, using local residents 
in the casts. Last year’s budget 
for the center ran to $200,000, 
which covered more than 18,000 
meals for approximately 6,000 
persons. + 


Aftiliates Reorganize as 
Subsidiaries of Buttenheim 

Three separate but affiliated 
publishing companies have been 
merged as subsidiaries of the new 
Buttenheim Publishing Corp., New 
York, which also becomes succes- 
sor to American City Magazine 
Corp., publisher of American City 
and Municipal Index. Buttenheim- 
Dix Publishing Corp. has changed 
its name to Conmart Publishing 
Corp. and becomes a subsidiary of 
Buttenheim Publishing Corp. Con- 
mart will continue to publish Con- 
tractors & Engineers and Mart. 
American School Publishing Corp. 
becomes a subsidiary of Butten- 
heim and will continue to publish 
School Executive and Educational 
Business. 

Officers of the reorganized cor- 
poration are Edgar J. Buttenheim, 
chairman; Donald V. Buttenheim, 
president; George S. Conover, vp; 
Edgar M. Buttenheim, treasurer, 
and Alden Welch, secretary. 


BUFFALO’S 
FASTEST 
GROWING 


> Circulation growth means 
reader interest and advertis- 
ing readership. Both Morning 
and Sunday Courier-Express 
are growing faster than any 
other Buffalo paper — faster, 
too, than the population, 


ROP COLOR 
available daily and Sunday 


Member. Metro Sunday Comics and 
Sundcy Magazine Networks 


BUFFALO 
COURIER 
EXPRESS 


Revresentotive, 
Scoloro, Meeker & Scott 


Pacific Coast, Doyle & Howley 
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Dont spoil someones Christmas PHOTO 


Ha? rive 
ve CAREFULLY! REVIEW | 


ee ; - o PICKLE - PUSHER— 
bal jie a Charlene Beck is 


all a-quiver over 


4 ‘an :” pickles for holi- 
, of ; . day get-togeth- 
BE SAFE—Standard Oil Co. of California has started a new traffic i i. 


; ers, says the 
safety program designed to cover the Far West and timed to have its ; \ vem ea yo tig 
greatest impact just prior to the winter holidays and summer vaca- which is seme 
tion driving seasons. The campaigns will include outdoor ads like ov in oat are 
the one shown here, classroom posters, a mailing to Standard’s credit a ie kl aa 4 
card customers and safety spots on the company’s radio programs. a r ni 


from now 
through Jan. 1. 


BEVY — Three-di- 
mensional fig- 
ures, reproduced 
from color ad- 
vertising, are an 
attention - getting 
device for this 


Jantzen display. 
Falls Horsley Bayless Rickard Kirby-Cogeshall- 


NEWCOMER—Neville Bayless, Bayless-Kerr Co., Cleveland agency is the 18th to join CAAN. Looking Steinau Co., Mil- 
Cleveland, receives the Continental Advertising on are Harry Falls, exec vp, and H. D. Kerr, director, waukee, created 
Agency Network unicorn from Carroll H. Rickard, both of Bayless-Kerr, and William Horsley, Pacific and produced the 
Noyes & Co., Providence, network president. The National Advertising Agency, Seattle, CAAN vp. 13%4213” display. 


Evans Lochridge Birke 
FUNTIME—Activities in the sunshine drew these people who attended the 54th annual Co., Montclair, N. J.,and Mrs. W. J. Hearin Jr., Mobile Press & Register. The golf cart- 
convention of the Southern Newspaper Publishers Assn. in Boca Raton. At the left, ers in the center photo are Ben Golden, Chattanooga Times, and Silliman Evans, Nash- 
wives of newspaper men rest after a round of golf; they, and their husbands’ affilia- ville Tennessean, while at the right are Fiske Lochridge, Katz Agency; Walter Guy, 
tions, are Mrs. Frank Clarke, Miami Beach Sun; Mrs. T. R. Kenny, Northeastern Paper Cox Newspapers, and Bill Birke, Huntington Publishing Co. 


Middleten O'Grady O’Meolia Robbins Odell Donnelly McDermott Mulholland Heldman 
PRESENT—Pictured here are several of the executives who attended the 60th annual con- L. Robbins, General Outdoor Advertising Co., Chicago; L. H. Odell, Foster & Kleiser, ne 
vention of the Outdoor Advertising Assn. of America in New Orleans. They are Paul San Francisco; John Donnelly, John Donnelly & Sons, Boston; G. V. McDermott, 
Middleton, Middleton Inc., Dallas; Dan O’Grady, Batten, Barton, Durstine & Osborn, Dancer-Fitzgerald-Sample, New York; A. J. Mulholland Jr., Mulholland Outdoor Ad- 
New York; Harry O’Mealia, O’Mealia Outdoor Advertising Corp., Jersey City; Burr vertising Co., Kalamazoo, and Philip G. Heldman,; Maxon Inc., Chicago, 
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This 28-line announcement 


published in FAMILY WEEKLY’s 


food pages brought 


5,187 


personally-selected 


Cake Recipes 


to FAMILY WEEKLY’s 
test kitchen 


This announcement appeared 

in FAMILY WEEKLY with immediate 
results. Entries still coming in 

after four months, too! 


During the first nine months of this year, FAMILY WEEKLY 


published more than 57 pages of exciting food editorial, 


most of them in full color. 


mily / apa FALLS GAZETTE 
is kly / NIAGARA F 


4,287,741 cir 


The demonstrated eagerness with which over four million homemakers read and respond to 
FAMILY WEEKLY's colorful recipe pages is a sound measure of the attention they give to food 
and food product advertising in its pages. 

FAMILY WEEKLY’s saturation coverage (averaging NINE out of ten families in 166 cities) 
includes consumers and dealers alike and makes it an important sales and merchandising 
medium for advertisers of food store products. The 550-county coverage area delivered by 
FAMILY WEEKLY accounts for 14.3% of all U.S. food store sales, and FAMILY WEEKLY is 
the only Sunday magazine read by most of its families. 

FAMILY WEEKLY's 133.9% gain in food product advertising revenue for the first six 
months of this year is proof that alone or in combination with other media, FAMILY WEEKLY 
can do an outstanding job of getting your product used in over four million homes. Ask your 
nearest Family Weekly representative for the full story. 


FAMILY WEEKLY MAGAZINE, Inc. 
153 NORTH MICHIGAN AVENUE, CHICAGO 1 : 


leonard S. Davidow, I’vesident 


NEW YORK 17: 17 East 45th Street LOS ANGELES 5: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
DETROIT 2: 3-223 General Motors Building SAN FRANCISCO 4: Blanchard-Nichols, Assoc., 33 Post Street 
CLEVELAND 15: 1066 Hanna Building MIAMI 32: J. Bernard Cashion, Chamber of C ce Bidg. 


culation in 166 markets _ 
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Is it a disadvantage to be a woman 


You Ought To Kuow - « Bonnie Dewes 


Not a single one of the males at 
D’Arcy Advertising Co.’s St. Louis 
office has ever looked down his 
nose at the agency’s only woman 
account executive, Bonnie Dewes, 
and since Nov. 15, the only female 
D’Arcy vp. 

Figuratively, they wouldn't, be- 
cause it is agreed she is a canny 
“ad man.” And physically, they 
couldn’t. In heels she’s a shade 
over 6’ tall. 

The Women’s Advertising Club 
last week named her “St. Louis 
advertising woman of the year” 
(AA, Nov. 18), and she will be its 
candidate next spring for the Ad- 
vertising Federation of America’s 
“advertising woman of the year” 
award, 

The brunette with brains is 
D’Arcy’s account executive for 
Laclede Gas Co., a 370,000-cus- 
tomer utility serving St. Louis and 
St. Louis County. Its sales for the 
year ended June 30 were $45,200,- 
000. Miss Dewes is the only fem- 


inine ad exec in the country on a 
gas company account of that size. 

Miss Dewes, as a brainstormer 
on such other top D’Arcy accounts 
as Budweiser and International 
Shoe Co., is the agency’s oracle 
on the woman’s angle and the 
youth market. 

That youth market—she puts 
the age range at 18 to 25—is her 
main interest. Sell gas to teen ag- 
ers? No, sell the teen agers on gas, 
she explains. 


® To do it, Miss Dewes three 
years ago originated “Chef Blue 
Flame” competitions for high 
school girls, boys, too. The “cook- 
offs” are competition set in a fun 
program. 

Is 18 too young, too soon to pipe 
the gas message? Miss Dewes 
thinks not. “Last year,” she ex- 
plains, “one-third of the girl grad- 
uates at one high school were en- 
gaged—ring-engaged, not just pin- 
engaged.” 


account executive? 


This pioneering of the youth 
angle in gas promotion has won 
recognitioc in the gas industry 
and in utility circles across the 
nation. 

It was just 15 years ago that 
the tall girl from Maryville Col- 


Bonnie Dewes 


lege in St. Louis strode into 
D’Arcy and announced her desire 
to be a copywriter. With no expe- 
rience and no copy samples, she 


“No, I’ve never found it to be.” 


was hired—but as a research li- 
brarian. For seven years she con- 
ducted basic copy research and 
surveys for agency clients. 

But long before her researching 
ended she was taken out of limbo 
and into her idea of heaven, a job 
where she could employ her cre- 
ative talent as a writer on soft 
drink, beer, fashion and other ac- 
counts—exploiting the woman’s 
angle. 

She was not marking time; she 
was just dividing it between re- 
search and copy, during her form- 
ative years in advertising. In 1950 
she became the agency’s writer- 
producer of Laclede’s “Little Sym- 
phony Show” on television, and 
she did a daily radio program for 
the utility to boot. 

Her ideas had originality, and 
for this quality the “Little Sym- 
phony Show” won her the Erma 
Proetz television award in 1953. 

That year she was named ac- 
count executive for Laclede and 
has been putting over “the mod- 
ernity of gas” via tv (she now has 
the virus of an idea for a new live 
show), radio and extensive news- 


YOUR ADVERTISING in The Farmer-Stockman gets the benefit of 
readership unparalleled by any farm publication reaching the rural South- 
west! There’s a sound, fundamental reason: The Farmer-Stockman is the 
ONLY farm publication edited separately for TEXANS — and edited \ 


separately for OKLAHOMANS! 


TO YOU, the advertiser, this means increased visibility for your message 
plus a more receptive attitude toward your product when it appears with 
so much localized editorial content. Reader-interest is always at a high-peak 
when editorial content hits close-to-home! Indeed, The Farmer-Stockman ~ 
is voted the most helpful of any magazine reaching the rural Southwest! BS 


YOUR ADVERTISING belongs in The Farmer-Stockman, 
the farm publication you'd read if you lived in Texas or 


Oklahoma! 


434,813 . 


Paid 


bscribers - 


we 


\ 
\ 


a The Farmer-Stockman 


OKLAHOMA CITY + DALLAS 


J. H. Hunter, Advertising Director 


400 N. Michigan Avenve 
Chicege 11, SUperior 7-6145 
420 Lexington A 


venue 4321 WN. 
New York 17, MUrray Hill 4-3340 


500 N. Broodway 
Oklohome City |, peed 2-331! 
5, lakeside 1.3121 


Centro! Express 


SEPARATE EDITING 


gives you most for your advertising dollars 
in the important Texas and Oklahoma Markets! \N 


NOW PRINTED 
ENTIRELY OFFSET! 


This process provides 
greater flexibility in 
types of material fur- 
| nished for reproduc- 
tion, plus savings for 
advertisers as no en- 
gravings ore required, 


paper campaigns. All the cooking 
and baking at the Globe-Demo- 
crat’s recent modern living show, 


‘which drew around 250,000 per- 


sons, was with gas. 


= Miss Dewes is a woman of 
many hobbies. There’s this busi- 
ness of her being a puppeteer. 
Writing scripts for children’s pup- 
pet shows, staged by the women’s 
adclub, was her entree. Soon she 
had her long fingers trained to 
manipulate marionettes: She in- 
troduced puppets to St. Louis tele- 
vision audiences on the Laclede 
show. Their popularity in “acting 
out the music”—they weren’t used 
in commercials—kept them on the 
screen for three full seasons. 

But on a kids’ spectacular for 
Red Goose shoes Bonnie pulled the 
strings on puppets as they made 
the commercial pitch. 

Miss Dewes has acted profes- 
sionally, though she has time now 
only for the amateur ranks—and 
is stagestruck enough to “sneak in 
every time I can” on television di- 
rection. That has led to stints in 
such unlikely spots as the lions’ 
den at the St. Louis Zoo. As a mu- 
sician—piano—she’s had the com- 
pliment of being asked by Harry 
Farbman, concert master of the 
St. Louis Symphony, to develop 
new ideas to spark his pop con- 
cert series. 


® D’Arcy’s Dewes also is an ath- 
lete. In school days, she was the 
captain at hockey, and, of course, 
at 5'10” in gym shoes, of the bas- 
ketball team. Since the agency 
does not have a hockey or basket- 
ball team to lead, she’s left with 
only swimming, tennis and ice 
skating. 

Bonnie’s a “captain” among St. 
Louis adwomen too. She’s a past 
president of the Women’s Adver- 
tising Club, was director of its 
1956 Gridiron Show (the plushiest 
women-only affair in town) and is 
producing the upcoming version. 
She was co-chairman this year of 
the American Women in Radio & 
Television national convention. 

Miss Dewes loves her fellow ad- 


.jmen. To insure that enough peo- 


ple will pleasantly interrupt her 
by dropping into her office, she 
keeps a big brandy snifter full of 
red and white peppermints, which 
the “boys” eat as though they 
were tranquilizers. 


e Is it a disadvantage to be a 
woman account executive? 

“No, I’ve never found it to be.” 

Is there an advantage in being 
a woman? 

“Only that I was born one, and 
I love it.” # 


Spence Joins ‘N. Y. Mirror’ 
Charles Spence, formerly with 
The American Weekly, has been 
named circulation promotion man- 
ager of the New York Mirror, a 


new post. 
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October Sales of Chain Stores 


October 
1957 1956 


-. § 32,738,471 $ 28,873,980 
32,895,849 31,081,353 
b sees 133,574,715 118,467,292 
57,252,297 48,104,094 
163,109,919 155,337,948 
- $ 386,675,402 $ 350,783,314 


329,811,166 327,558,451 
12,724,744 12,013,679 
107,707,269 103,226,959 
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McLellan Stores 
Melville Shoe Corp. 
5Mercantile Stores 
*Willer-Wohl Co. 
6. C. Murphy .. 
National Shirt Shops 1,611,773 
5,584,689 
17,488,297 
111,190,811 
2,432,292 
1,552,282 
17,943,000 
2,411,579 
66,520,955 
$ 532,376,037 $ 516,432,800 
Combined Total $1,395,835,.340 $1,333,130,002 
* Four weeks and 30 weeks. ‘ Four weeks and 43 
* Four weeks and 34 weeks. * Nine month period. 
# Not included in totals. 


i+ 


% Gain 
or Loss 


10 Months % Gain 


or Loss 


+13.4$ 272,051,989 $ 238,354,546 +14.1 
347,870,972 321,015,432 + 8.4 
1,395,344,641 1,242,522,660 412.0 
. 559,393,723 516,423,949 + 8.3 
+ 5.0  1,785,197,500 1,671,500,069 
+10.2 $ 4,011,987,853 $ 3,668,801,224 


2,772,749,225  2,651,456,408 
90,835,145 92,945,198 
756,935,859 744,269,787 

$ 3,620,520,229 $ 3,488,671,393 


49,249,638 
171,969,726 
221,219,364 


53,692,327 
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4,491,653,958 $ 4,298,655,354 
12, 370,680,269 $11,677,347,335 5. 
. * Three month period. * Four month period. 
and 44 weeks. * Eight month period. 
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ANC Reports Loss in 
Ist Three Months of ‘57 


American News Co., New York | 


—target of a “mismanagement” 
suit brought by a stockholder (AA, 
Nov. 11)—has reported a net loss 
of $3,624,328 for the three months 
ended Sept. 30. For the same peri- 
od in 1956, ANC had a net profit of 
$504,016, or 70¢ a share. 

The deficit, after a federa] tax 
credit of $3,167,000, reflected a 
non-recurring loss estimated at 
$7,494,000 attributed mainly to dis- 
continuing the company’s whole- 
sale periodical division. For the 


first nine months of 57, ANC had 
a net loss of $4,121,392. 
Pharmaceuticals Names Three 
Kenneth Keller, formerly assist- 
ant to the exec vp at Bristol-Myers 
Co., has joined Pharmaceuticals 
Inc., New York, and its subsidiary, 
J. B. Williams Co., as assistant vp 
and director of sales promotion. 
Pharmaceuticals also has promoted 
Sinclair Jacobs from product man- 
ager to assistant director of adver- | 
tising, and has delegated greater | 
responsibilities to Frederic Apt, | 
|media director. 


are you a member 


of that group of ad- 
vertising executives 
(bless them!—there 
are no finer) who 
have discovered that 
McGrath engravings 
have that indubitable 
stamp of quality that 
puts ’em in a class by 
themselves? Color as 


well as black and white. 


Thos. F. McGrath 


and Associates 
PHOTO ENGRAVINGS DAY AND NIGHT SERVICE 
160 E. Minos Street, Chicago 11, Ilinois 
Telephone: DElaware 7-5142 
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Here’s one of the most diversified trading areas 
in the nation. Gateway to the St. Lawrence Sea- 
way, Erie, Pa. has been booming in a big way. 


Take population. Up 11% since 1950. Buying 
power is up too—almost 50% in seven years. And 
retail sales—they’re up 51.3% since 1950. 


With some of the nation’s biggest manufacturing 
names located here (General Electric, Hammer- 
mill Paper, Kaiser Aluminum, etc.) you'll find 
“made in Erie” stamped on nearly 200 different 
products—everything from fine paper to diesel 
electric locomotives. Old industries are expanding 
(a $27 million expansion for G. E.), new ones are 
coming in (the Brandes Press Company plan to 
locate their main plant in Erie). 


During 1956, almost $12 million were spent on new 
construction. The multi-million dollar restoration 
and development of Presque Isle Peninsula, for 
example, has raised Erie’s tourist industry from 
a half million dollar infant four years ago to a 
whopping $10 million giant today. 


If you want your share of the big boom in Erie, 
PARADE and the Erie Times-News will give it to 
you. Each Sunday they call on about nine out of 
ten homes in town. Each Monday they begin to 
move goods off dealers’ shelves all across town. 


PARADE ...The Sunday Magazine section 
of 59 fine newspapers covering some 
2800 markets...with 16 million readers 
every week. 
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big parade 


Par cent of families reached 


POST........13.1% 
LisS........18.7% 
LOOK. ......17.7% 
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Parade 


Represented nationally by Katz Agency, Inc 
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nee Drug Chains ‘ha a 
Peoples ....... 5,945,863 +46 + 9.0 ze | 
; Walgreen ...... 20,594,889 +14.9 192,825,902 +12.1 re ¥ Ee 
: Group Total .. $ 26,540,722 $ 414.8 $ 246,518,229 $ +114 Ef . % 
BE Variety and Miscellaneous — . a 
oe “American Stores 62,992,389 58 + ae : 
WAS "Beck Shoe Stores 4,422,522 4 + Bees Oe 
ae "Bond Stores ... 9,864,976 9 — 2 
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sais *Diana Stores Corp. 3,086,207 3 a. 
7 Edison Bros. ... 8,279,138 7 ' ed 3 ib 
Fishman, M. H. . 1,326,774 ©} a r d 
"Franklin Stores . 3,435,451 I Tt 
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Public Relations May Be $5 Billion 
Industry by ‘68, Druck Tells PRSA 


(Continued from Page 3) 
timely—as news can be,” he de- 
clared. “It is vitally important to- 
day that business men make use 
of every medium of mass com- 
munication. They rely on your 
help as pr specialists to improve 
continuously the public’s image of 
our system of free enterprise.” 


® Robert Eastman, ABC’s vp for 


radio, predicted a considerable 
growth in radio circulation. Cir- 
culation, he said, will increase to 
145,000,000 sets in 1958, 158,000,- 
000 sets in 1959 and 170,000,000 
sets in 1960. 

He criticized companies for ap- 
proaching public relations oppor- 
tunities badly, mainly by trying to 
plant material or guest appear- 
ances. Instead, public relations 


persons should get to know the 
medium so they can use it the 
same as any smart advertiser, 
with adequate frequency of mes- 
Sage to assure reaching the mas- 
sive audience the medium is ca- 
pable of delivering. 


= Newspapers came in for plau- 
dits at another panel as the prime 
source of information for the 
American public. Clifton Daniel, 
assistant to the managing editor 
of the New York Times, said a 
newspaper’s big edge over com- 
peting media is in its variety, se- 
lectivity, interpretation and ex- 
planation. James Reston, also of 
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the Times, agreed, crediting the 
skeptical reporter with making 
newspapers more popular. 


s Ben Hibbs, editor of the Satur- 
day Evening Post, and Robert E. 
MacNeal, president of the Cur- 
tis Publishing Co., spoke up for 
magazines and predicted further 
growth for this medium. 

Mr. Hibbs warned that “if and 
when the rising tide of circulation 
becomes the primary objective 
of editing, we are in trouble, deep 
trouble. If we go too far in this 
direction, we will destroy the 
character of the publications we 
edit and betray the very people 


STRIPPING IS A DELICATE ART 


Work at Superior’s stripping table demands the deftness and precision of a surgeon. Here, 
negatives are grouped—that all important step where the elements are arranged and 
combined to match your original copy with split-hair accuracy. 


This is the bottleneck in many shops, but not at Superior. We employ 14 expert strippers 
and so can handle an enormous volume of work and still give each job the time and care 
you have a right to expect. 


This step largely determines the quality of your finished engraving—and naturally affects 
the potency of your advertising. So let Superior handle your engraving work. You'll get 
an outstanding job in record time and for less than you probably think. 


day or night call 
SUPERIOR 7-7070 


SUPERIOR ENGRAVING COMPANY 
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whom we want as readers.” 

He noted that magazines are 
being criticized for becoming more 
and more alike, and warned that 
“we'd better watch it.” Ted Pat- 
rick, editor of Holiday, agreed 
that magazines are overreaching 
for circulation. 


s William Barron, labor relations 
counsel for General Electric Co., 
warning that legal complications 
can result from some pr prac- 
tices, cited Carl Byoir and the rail- 
road-truckers case. 

Kenneth W. Haagensen, pr di- 
rector of Allis-Chalmers Mfg. Co., 
was elected president to succeed 
Dan J. Forrestal, of Monsanto 
Chemical Co. Succeeding Mr. 
Haagensen as vp is Carroll R. 
West, vp and manager of the pr 
division, Title Insurance & Trust 
Co. Scott Jones, of Gardner & 
Jones, Chicago, succeeded Mr. 
West as secretary. Dudley L. Par- 
sons, of Dudley L. Parsons Inc., 
New York, was re-elected treas- 
urer. James W. Armsey, assistant 
to the president, Ford Foundation, 
was named chairman of the ex- 
ecutive committee, succeeding 
Harold B. Miller, director of pr 
of Pan American World Airways. 
Newly elected to the executive 
committee: Richard W. Darrow, 
exec vp of Hill & Knowlton, New 
York; John L. Fleming, assistant 
director of pr, Aluminum Co. of 
America; and Kenneth Youel, di- 
rector of divisional relations in 
the pr department of General Mo- 
tors Corp. 

Citations for distinguished serv- 
ice in the advancement of the 
public relations profession were 
presented to Richard S. Falk, of 
Milwaukee, assistant to the pres- 
ident of Falk Corp., John W. Hill, 
chairman, Hill & Knowlton, and 
Edward Lipscomb, National Cotton 
Council, Memphis. + 


Frank Vos Opens Agency with 
8 Former Kleppner Accounts 

Frank Vos, mail order advertis- 
ing specialist, and a former group 
chief of Kleppner Co., has opened 
his own advertising agency, Vos & 
Co., at 7 E. 48th St., New York, and 
has taken eight of the Kleppner 
accounts with 
him. These in- 
clude three divi- 
sions of Double- 
day & Co., the 
Dollar Mystery 
Guild book club, 
the Audubon Na- 
ture Program, 
and the Know- 
Your - America 
program; History 
Book Club Inc.; 
Made Sim- 
ple Books division of Greystone 
Corp.; Kelly Bros. Nurseries Inc.; 
Reader's Subscription Book Club; 
Timed Energy, vitamin manufac- 
turer; the classics appreciation di- 
vision of the Grolier Society; 
Crowell-Collier Record Clubs, and 
Famous Artists School’s cartoon 
course. 

Associated with Mr. Vos in his 
agency are Guy H. Papale, media 
director, and Edward Roots, art 
director. Both have been with 
Kleppner Co. Alfred Unger, re- 
cently with St. Georges & Keyes, 
has been named production man- 
ager. 


Joyce Joins Western 

John J. Joyce has joined West- 
ern Business Publications, San 
Francisco, as assistant to the pub- 
lisher. He will do editorial and 
production work on Western Plas- 
tics and Western Appliances & 
Television. Mr. Joyce formerly 
was associate editor of Practical 
Builder in Chicago. 


Blair Appoints Richards 

James Richards, formerly vp and 
eastern sales manager of the Don 
Lee Network, has joined the New 
York sales staff of John Blair & 
Co., radio station representative. 
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The Omaha World-Herald 


Announces a DYNAMIC NEW 


General Advertising Rate Structure 
Designed to Meet Today s 
Marketing Problems 


Effective January 1, 1958 General Rate Advertisers using adequate 
and consistent schedules in The Omaha World-Herald will enjoy rates 
substantially lower than our present flat rate. 


SAVINGS UP TO 24% 


Three basic rate brackets and 48-rate combinations in the new schedule 
enables the advertiser to save up to 24% off the open rate. Bulk contracts, 
yearly insertion contracts, and consecutive weekly insertion contracts give 
the advertiser the flexibility necessary to meet today’s marketing problems. 


NEW AVERAGE RATE EQUIVALENT TO PRESENT FLAT RATE 


The new rates were arrived at after exhaustive study of the space used 

by General Rate Advertisers in The World-Herald during 1956 

and the first seven months of 1957. The new rate structure provides an average 
rate equivalent to our present flat rate. 


Write today for further information and a copy of the new rate card. Address 
the National Advertising Department, Omaha World-Herald or contact any 
O’Mara & Ormsbee office. 


The Omaha World-Herald is read by 3 out of 5 families in Nebraska and 
Western lowa...a Market of 1.6 million people with $2.4 billion to spend. 


maha World-Herald 


250,354 Daily 261,806 Sunday 


ABC, 12 Months Ending March 31, 1957; O'Mara & Ormsbee, National Representatives 
New York * Chicago * Detroit © Los Angeles * San Francisco 
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onvainguez los hoteune On uents 


he Ohat— ils en parleront AUT autres! 


EVEN IN FRENCH IT’S: “Sell the POST INFLUENTIALS —they tell the others!” 


Advertising Age, November 25, 1957 


Along the Media Path 


Mademoiselle officially launched 
its February, 1958, “Heart of Fash- 
ion” promotion Nov. 12 with a 
fashion show for key retail execu- 
tives of stores across the country. 
This preview of spring fashions, 
new colors, bridal luxuries and 
Valentine gifts, as they will be fea- 
tured in Mademoiselle’s February 
issue, will be duplicated by partic- 
ipating stores in shows of their own 
in February. As in previous years, 
Mademoiselle and participating 
“Heart of Fashion” stores will tie 
in with the American Heart Assn. 


VALLEY OF THE BEES 


V Actually, total effective buying income of more than $2.7 billion 
V Contains 3 of top 9 counties in gross cash farm income 
in the United States 


¥ Not covered by San Francisco and Los Angeles newspapers 


You reap a big crop of profits when you sell all of the nation’s 
leading farm state, California — including the productive Inland 
Valley. And coast newspapers simply don’t talk to people in the 
Valley, where people buy and believe their own Bee newspapers. 


Data Source: Sales Management’s 1957 Copyrighted Survey. 


NATIONAL REPRESENTATIVES .. . O'MARA & ORMSBEE 


SOMETHING 
Y MISSING 


«+: LIKE CALIFORNIA W7H0U7 
THE BILLION-DOLLAR -. 


© THE SACRAMENTO BEE 


MCCLATCHY NEWSPAPERS | 


A. | @ THE MODESTO BEE 
© THE FRESNO BEE 


; —— 


in its February Heart Fund cam- 
paign. 


e Analytical Chemistry decided 
that media promotion need not be 
dull, hit upon the idea of printing 
promotion pieces which closely re- 
semble the “studio” greeting cards 
with a humorous touch which have 
recently become popular. The 
cards sent out were all individual- 
ly signed by the salesmen sending 
them out. One card, for example, 
showed a man flying high above a 
cocktail party, flapping his arms 
like wings while below a male car- 
toon character, holding a drink, is 
saying to a surprised young lady 
also with a drink, “Him? That’s 
just Bud doing his bird imitations 
again.” Inside the card points out 
that Analytical Chemistry takes 
“the most extraordinary things for 
granted,” such as the fact that 91% 
of all laboratory apparatus adver- 
tisers use Analytical Chemistry. 


e The Chicago Daily Calumet cel- 
ebrated its 75th anniversary Nov. 
12 with a special anniversary edi- 
tion. 


e Madison Newspapers Inc., pub- 
lisher of the Capital Times and the 
Wisconsin State Journal, is pro- 
moting the fact that major food 
chains have ‘opened seven new 
units in Madison almost simultan- 
eously. In addition, J. C. Penney is 
planning a new three-story 52,000 
sq. ft. store. The food chains open- 
ing new units are Red Owl, Piggly 
Wiggly, Kroger and National Food 
Stores. 


e Motor Boating’s January, 1958, 
issue, the annual show number, 
will give a special preview of the 
new boats, engines, equipment and 
accessories to be seen at the 1958 
boat shows. Thus far, 32 shows are 
scheduled for the first four months 
of 1958 in 29 cities. 


e The Chicago Daily News has 
published a special brochure re- 
producing the text of speeches 
given at the second annual news- 
paper r.o.p. color conference in 
Chicago Sept. 23-25. 


e Department of New Laurels: 

With a total of 3,411 columns of 
advertising for the first 10 months 
of 1957, McCall’s tops last year’s 
total advertising linage for the 
same period by 351 columns. In ac- 
tual dollar revenue, the magazine’s 
$18,026,589 for the first 10 months 
of 1957 is the highest for any sim- 
ilar period in McCall’s 88-year 
history. It reflects a 25.6% increase 
over last year’s 10-month record 
high of $14,347,243. 

Industrial Equipment News in 
November published the largest is- 
sue in its history: 911 standard 
ninth-page units placed by 736 ad- 
vertisers. 

October, 1957, was the most suc- 
cessful month in WRCA-TV’s 18- 
year history, showing a total bill- 
ings increase of 20% over the same 
period in 1956. 

Average net paid circulation of 
The Saturday Evening Post in Oc- 
tober was more than 5,500,000, 
with the Oct. 19 issue topping 5,- 
600,000. These figures make Octo- 
ber a new high for the Post. 

American Journal of Nursing ad- 
vertising space sales for the first 
11 months of 1957 exceeded the to- 
tal for the entire 12 months of 
1956. Advertising for the current 
year, including the December is- 
sue, hit a new high of 893 pages, a 
72-page gain over last year’s rec- 
ord. # 


Denver U. Appoints Agency 
The University of Denver has 
appointed Rippey, Henderson, 
Bucknum & Co., Denver, to han- 
dle its advertising. 
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Retail linage first 9 months Washington's 
top 10 chain grocery advertisers \ 


The Washington Star.. 55.1% Ip 
The Post-Times Herald. .38.7% 
The Daily News.........6.2% 


advertisers know if... 


figures show it... 


the top food section 
in Washington 


IS PUBLISHED EVERY THURSDAY IN 


‘Phe Washington Star 


It is an open and acknowledged fact that The Star 
is the grecery advertiser's best friend and biggest 
business getter in The Nation’s Capital. You don’t 
have to make any surveys: you'll find all the proof 
you want in any Thursday edition of The Star. (We'll 
be happy to send you a copy on request.) 
Housewives love to shop the food section of The 
Star. They love to shop it because it is the section 
that brings them the biggest selections of food bar- 
gains and the most interesting news, articles and 


columns on cooking, serving and menu planning. Vi 
Faulkner, The Star’s food editor, has built a national 
reputation for her consistently outstanding service 
to the food field. 

To make the best showing for your products in this 
rich mass market, build your Washington schedules 
around The Star . . . the paper that carries more 
retail grocery advertising than Washington's other 
two papers combined. 


‘The Washington Star 


EVENING AND SUNDAY * WASHINGTON, D. C. 


Represented nationally by: O’Mara and Ormsbee, Inc., 342 Madison Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisce 


Special Florida representative: McAskill, Herman & Daley, Inc., 1205 Lincoln Rd., Miami Beach, Fla. 
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Henderson Agency Adds Five 

Five new persons have been 
added to the staff of Henderson 
Advertising Agency, Greenville, 
S. C. Harry Zepp, formerly with 
VanSant, Dugdale & Co., Balti- 
more, and Andrew Pellizzi, former 
co-owner of Chapel-Pellizzi Agen- 
cy, Mansfield, O., are art direc- 
tors. Ed Rudolph, previously with 
Standard Printing Co., Hannibal, 
Mo., has been named production 
manager. J. Allen Johnson Jr., the 


new traffic manager, formerly was 
on the advertising staff of the 
Daily Times, Wilson, N. C. Theo- 
dore Don Lewis joined Henderson 
as an assistant account executive. 


Jackson Joins Mennen 

Michael J. Jackson, formerly 
with Good Housekeeping, has 
joined Mennen Co., Morristown, 
N. J., manufacturer of men’s and 
baby products, as assistant ad- 
vertising manager. 


Hooper Appoints Stisser 

Frank G. Stisser Jr. has been 
named president and W. Bruce 
McEwen exec vp of C. E. Hooper 
Inc.. New York. Veterans with 
the radio research company, both 
men were vps before their pro- 
motions. James L. Knipe, the re- 
tiring president and chairman of 
Hooper, said he wanted to devote 
full time to personal business in- 
terests and occasional consulting 
assignments. 
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Advertising Age, November 25, 1957 


Sales Execs Club Issuing Revised 
Version of Widely Criticized Study 


(Continued from Page 2) 
director of the research workshop, 
who said he would release a copy 
of the new questionnaire but would 
have no comments to make. 


® Mr. Steele handed the reporter 
the new questionnaire—and along 
with it a copy of the Nov. 19 issue 
of the club’s house organ, “The 
Sales Executive.” 

The club’s house organ has an 
article, “What Is the Research 
Workshop?” It begins as follows: 

“Recently the club’s research 
workshop was made the subject 
of an editorial in a prominent 
business paper, which raised ques- 
tions about the workshop’s func- 
tions that could have been an- 
swered by a simple telephone call. 
For that reason we feel that the 
familiar story of the workshop 
should be repeated here.” 

The article explains that the 
workshop was founded in May, 
1956, under the fulltime direction 
of Mr. Steele, a past chairman of 
the club’s research committee, who 
serves without pay. Mr. Steele re- 
tired about two years ago as a vp 
and head of the New York office 
of A. J. Wood & Co., Philadelphia 
research organization. 


® During the past year and a half 
the major work of the workshop 
has been the production of the six 


TIMES-STAR 


TIMES-STAR IS THE LEADER 7 
vssseseses WHERE LEADERSHIP COUNTS 


FIRST EVERY EVENING WHERE MOST OF YOUR CUSTOMERS LIVE 


bees STAR ‘57 


A. 8. C. CITY ZONE CIRCULATIONS 


33,717 


The Times-Star is No. 1 evening news- 


paper in the A. B. C. City Zone, where 


POST S7 
131,531 


al 


129,971 


TIMES-STAR 'S6 PF di 
+ 


A. ©. C. Publishers Sterements 


w/31/57-S0 


98% of Metro Cincinnati lives and works. 
Times-Star advertising provides con- 
centrated sales impact in the City Zone 


for maximum sales results. 


The Times-Star Carries More Retail Ads 


Than Any Other Cincinnati Newspaper. 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, 
NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
FLORIDA REPRESENTATIVES: McASKILL & HERMAN, MIAMI BEACH 


THE LEADER WHERE LEADERSHIP COUNTS THE MOST 


reports on “Current Policies and 
Practices in Sales Management 
and Marketing Techniques” now 
being published by Printers’ Ink 
Books. To help finance the basic 
research done for the club, the 
research committee has authorized 
the workshop to produce specially 
tailored studies for those who 
need research findings from a 
completely independent organiza- 
tion, the article says. 

When material is not on file in 
the workshop but requires organ- 
ized investigation, a nominal 
charge is made to defray expenses. 
The article says that studies have 
been produced on media, sales 
training, executive salaries, and 
other subjects. 

In a comment on the workshop 
activities, the article quotes Mr. 
Steele: “To finance its basic re- 
search in sales management and 
marketing techniques,” he says, 
“the research workshop conducts 
studies of special interest to the 
sales executive members. These 
are not in competition with stud- 
ies made by those engaged in pro- 
fessional practice. They are con- 
ducted under the supervision of 
the members of the research comi- 
mittee. 

“Occasionally the methodology 
is questioned. We defend the right 
of freedom of speech, and above 
all the right of constructive crit- 
icism. Honest differences are al- 
ways acceptable. We welcome sug- 
gestions and advice from all 
sources, and such advice will al- 
ways be scrupulously evaluated 
and considered in the light of in- 
creasing research workshop serv- 
ices.” 


® Unlike the original test ques- 
tionnaire, the new one omits the 
names of all publications. It asks 
such questions as how much time 
is spent in reading, the names of 
publications read, whether read 
regularly, where read, whether the 
respondent is a subscriber, whether 
he marks editorial material and 
advertising for others to read, 
whether he uses advertisements as 
a source of product information and 
what disposition is made of the 
magazines after read, as well as 
his age, compensation and title. 

So far as could be learned, this 
questionnaire will be sent to a list 
of about 6,000 executives on a na- 
tional basis. When tabulated, the 
findings will be available to sub- 
scribers—chiefly media—at $500. 
The workshop itself will release 
none of the findings, which will 
become the property of subscrib- 
ers. 

The original questionnaire, 
which listed the names of about 
40 publications, is understood to 
have been revised and the names 
of publications omitted, at the in- 
sistence of publishers and Asso- 
ciated Business Publications. + 


Syracuse China Corp. Slates 
‘Largest Full-Color Schedule’ 

What is called “the largest full- 
color advertising schedule in the 
history of commercial chinaware,” 
was launched this month by Syra- 
cuse China Corp., Syracuse, N. Y. 
The campaign consists of 39 full- 
color page inserts appearing in In- 
stitutional Feeding & Housing, 
Journal of the American Dietetic 
Assn., Modern Hospital and Res- 
taurant Management, which pro- 
mote 18 of Syracuse China’s 23 
open-stock Hospitality patterns. 
Coinciding will be an intensive di- 
rect mail dealer promotion and a 
publicity program. 

Copy theme appearing in each 
insert is, “No other line of china 
can match the beauty and per- 
formance of Syracuse.” Flack Ad- 


vertising is the agency. 
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* Over a quarter of all the advertising money 
spent in the eleven leading English language 
magazines in Canada is spent in one publica- 
tion—Weekend Magazine. 


* Advertisers invest 65% more dollars in Week- 
end Magazine than in any other magazine 
in Canada. 


* 70% of all advertising in Weekend Magazine 
is in color. 


Weekend 


MAGAZINE. 


REPRESENTED BY O'MARA & ORMSBEE—NEW YORK —DETROIT—CHICAGO—LOS ANGELES—SAN FRANCISCO 
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MEMO FOR this IS the Slr 


1958 


who spends over *4 billion of her own money every year! 


she spends billions more as shopping consultant to 52 million top-spend- 
ing families...has her say on everything from food to the family car. 


she is impressionable, eager to try the new...a big buyer now and a cus- 
tomer for a lifetime. 


she is America’s Young Woman under 20 (8,500,000 strong!). 


brand loyalty A 
aaa ot aan mn g MAGAZINE FOR YOUNG WOMEN-UNDER-20° 


: we, a 7 
° Spin cs ie ea bt De ee a ee eee ee ee ee 2. Mi ben oe 


this is the magazine 


she prefers to all others—the magazine she lives by and buys from 


sean MOO 


seventeen completely saturates America’s vast market of Young 
Women Under 20, reaches 75% of them within 3 issues. 


Se Vi enteen scores outstanding advertising readership with 15 firsts, 
6 seconds and 3 thirds out of 24 comparable units in the 53rd Starch 
Adnorms Report. 


SC Vi i /| teen generates amazing buying action among America’s teenage 
girls, 41.8% of whom have actually bought from its pages.* | 


SC Vi enteen is first in advertising linage among all women’s monthly 
magazines for the past 4 years. *Gilbert Youth Research 


Where ABC’s are a plus factor... 
ee “Seneca sv 


Economics teachers in this unique sister publica- 


1,014,832 (A.B.C., December, 1956) a of piety we ¥' Sa EEN’s 
itorial content into lesson plan form... car- 

76% Newsstand Getee : ries your advertising —via SEVENTEEN — into 

No Reduced-rate Subscriptions the classrooms of 75% of the nation’s high school 


Home Economics teachers. 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 + PLaza 9-8100 
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Feature Section 


dvertising Age 


C. M. Likes a Change of Pace 


Armstrong in the ‘Course Pores School’ 


Newspapers Show Trend to Larger Type 
Woolf Picks an Ad for Salesense 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


The Laughter Rang Down Through the Years... 


THE NATIONAL NEWSPAPER OF MARKETING 


John Caples Tells How He Created That Famous Ad: 


‘They Laughed When I Sat Down at the Piano’ 


Here is a paragraph from a humorous ar- 
ticle on advertising which appeared in 
The New Yorker magazine. I quote this 
item because I want to answer a ques- 
tion which the author of the article 
asked: 

“After seeing a film about adver- 
tising men, we decided to have a talk 
with an advertising man we have 
long heard about, Mr. John Caples, a 
vice-president of Batten, Barton, 
Durstine & Osborn, and a man who 
did as much as Calvin Coolidge to 
contribute to the merriment of the 
middle twenties. Who does not re- 
member his “They Laughed When I 
Sat Down at the Piano—But When I 
Started to Play!” or his “They 
Grinned When the Waiter Spoke to 
Me in French—But Their Laughter 
Changed to Amazement at My Re- 
ply!”? Mr. Caples put these togeth- 
er when he was only twenty-five and 
could barely make his way through 
either “Chopsticks” or a French 
menu. We asked him how his in- 
spiration came to him, and found him 
as inarticulate as a poet on that 
score.” 

I recall that a writer from The New 
Yorker did ask how the ads came to be 
written and I was unable to answer. But 
that doesn’t mean that there wasn’t any 
answer. I was taken unawares by the 
question. Nobody had asked that ques- 
tion before and I was unable to put the 
answer into words on short notice. If the 
writer had taken me to a nearby bar and 
we had had a few drinks and chatted in 
a leisurely manner for an hour or so, I 
might have been able to answer his ques- 
tion. 

As a matter of fact this question of 
how ideas are born has been asked fre- 
quently in recent years, and many of the 
answers have been vague. If the question 
could be answered clearly and definitely, 
it might be a helpful thing because it 
might point the way toward originating 
more and better ideas in the future. 


How It Started 

I propose to answer the question in 
regard to one specific ad, namely, “They 
Laughed When I Sat Down at the Piano.” 
I believe I can do this, because I have 
thought about the question from time to 
time, ever since that writer asked it, and 
because I have before me my advertising 
files from 31 years ago. 

The first step toward the writing of 
this ad was the stimulus that got me 
started. Here it is: 

“John, I wish you would get up an ad 
for the U. S. School of Music,” said Ev 
Grady one day. “Write some headlines 
first, and we will go over them together.” 
{Everett J. Grady was copy chief at 
Ruthrauff & Ryan, New York, from the 
early 1920s until he died about 1950. He 


John Caples, vp of Batten, Barton, Durstine & Osborn, and author 
of ‘Tested Advertising Methods,’ ‘Advertising Ideas,’ and ‘Advertis- 
ing for Immediate Sales,’ has written a new book. It is called “Mak- 
ing Ads Pay,’ and it is a how-to book which was published Nov. 13 by 
Harper's. It is a book of 242 pages, distilling the essence of Caples’ 
31 years of copywriting experience. Chapter 4 of the book is about a 
Caples ad—one of the most famous ads of all time—and how it 
came to be written. It is reproduced here in its entirety through the 
courtesy of Mr. Caples and his publisher. 


gave John Caples his first job, and Caples 
worked for him until he joined BBDO in 
1927.] 

That was the original stimulus—a def- 
inite assignment. It was my job to write 
ads. I had to write or get fired. It was 
economic necessity. A farmer summed up 
economic necessity when he said to one 
of his hogs in the barnyard, “Root, hog, 
or die!” 


= Grady gave me a due date which was 
typed on an assignment slip. That is an- 
other aid to creative thinking—a due 
date when the job must be finished. That 
helps to overcome procrastination and in- 
ertia, those drag-you-down forces which 
keep so many enterprises from being 
completed. 

Grady gave me an easy way to start. 
He said, “Write some headlines first and 
we will go over them.” That enabled me 
to take a small bite of the assignment 
and chew on it before tackling the major 
portion. 

I started on this job as I had been 
trained to do on previous assignments, 
namely, I started with research. I start- 
ed by looking at proofs of previous ads. 
Here are some of the headlines: 

BE YOUR OWN MUSIC TEACHER— 
LEARN AT HOME 
LEARN TO PLAY IN “DOUBLE 
QUICK TIME”—THIS NEW 
EASY WAY 
PLAY JAZZ ON THE “SAX” 

I WAS AFRAID OF THIS NEW WAY 
TO LEARN MUSIC—UNTIL I 
FOUND IT WAS EASY AS A-B-C 
THEY THOUGHT I WAS BLUFFING 
WHEN I TOLD THEM I LEARNED 
MUSIC WITHOUT A TEACHER 
DON’T ALWAYS BE A LISTENER. 
HAVE PART IN THE FUN 
YOURSELF 
IT SEEMED SO STRANGE TO HEAR 
HER PLAY 


# I spent several hours studying these 
ads, reading the copy and jotting down 
headline ideas of my own. After awhile I 
typed eight headlines on a sheet of paper 


and handed them to Ev Grady. Here they 
are: 
THEY LAUGHED WHEN I SAT 
DOWN AT THE PIANO— 

BUT WHEN I STARTED TO PLAY! 
MY FRIENDS LAUGHED AT THIS 
NEW WAY TO LEARN MUSIC— 

BUT NOW THEY BEG ME TO PLAY! 

I COULDN’T BELIEVE IT WAS MY 

WIFE PLAYING THE PIANO UNTIL 

I SAW WITH MY OWN EYES 
CAN YOU PLAY THE. PIANO? 
NEITHER COULD I THREE MONTHS 
AGO 
I NEVER EVEN SAW MY MUSIC 
TEACHER BUT HE TAUGHT ME 
TO PLAY JUST THE SAME 
I COULDN’T BELIEVE MY EARS— 
MARY HAD ACTUALLY LEARNED 
MUSIC WITHOUT A TEACHER 
GIVE ME 10 MINUTES AND I’LL 
PROVE YOU CAN LEARN MUSIC 
WITHOUT A TEACHER 
“WHAT A WAY TO LEARN MUSIC!” 
THEY LAUGHED. NOW MY FRIENDS 
BEG ME TO PLAY 


= Grady spent a minute or two looking 
at the headlines and then he checked 
with a pencil the first headline on the 
list—the one begins with the words, 
“They laughed.” “Write copy to go with 
that headline,” he said. 

Regarding the headline he checked, I 
want to make an observation. I based the 
headline on a previously successful head- 
line, “It seemed so strange to hear her 
play.” This ad told the story of a woman 
who visited the home of a girl friend. 
During the visit the girl friend played the 
piano and the woman visitor said in ef- 
fect: “It seemed so strange to hear her 
play, because I never knew before that 
she could play the piano.” 

I thought, “If that ad was successful, 
why wouldn’t it be even more effective 
to carry the idea further—to have a larg- 
er audience—to have a chap laughed at 
by his friends when he made believe he 
could play the piano, and then have him 
amaze his friends by playing wonderfully 
well?” 


John Caples 


The point I want to make is that my 
headline was simply a projection—a car- 
rying further of a previously successful 
idea. This is important. Few new ideas 
are born all at once (unless they are 
stumbled on by accident). Most success- 
ful ideas are simply a carrying further of 
some previously successful idea. The 
proper technique is to study the failures 
and study the successes and discover in 
which direction you should travel to in- 
crease results. If you are a bird search- 
ing for a warmer climate and you fail to 
find it by flying north or east or west, 
you should then fly south. 


How the Copy Went 

Here is how the copy started. It was a 
story headline that Grady had checked 
and therefore I had to write a story. 

THEY LAUGHED WHEN I SAT 
DOWN AT THE PIANO— 
BUT WHEN I STARTED 

TO PLAY! 

Arthur had just played “The Ro- 

sary.” The room rang with applause. 

I decided that this would be a dra- 

matic moment to make my debut. To 

the amazement of all my friends, I 

strode confidently over to the piano 

and sat down. 

Question: Why did I select the Rosary 
as the piece for Arthur to play? It was 
not a particularly appropriate piece for 
entertaining a party of young merry mak- 
ers. Do you recall the words that go with 
the music? 

The hours I spent with thee, dear 

heart 

Are as a string of pearls to me. 

I count them over, every one apart 

My rosary, my rosary! 

Later in the song these words occur: 

Oh memories that bless and burn! 

Oh barren gain and bitter loss! 


= Now these words, and the haunting 
melody that accompanies them, are not 
the sort of thing that sets girls to giggling 
and fellows to doing parlor tricks. 

Why did I choose to have Arthur play 
“The Rosary”? Now that I look back on 
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it, it seems to be an inappropriate selec- 
tion. 

The reason I chose it was because it 
was the only piece I could think of at the 
time. And why was it the only piece I 
could think of? Because ever since my 
childhood days my father had played 
that piece on the piano. Many evenings 
when he returned home from his office, 
he played it. It used to relax him to play 
the piano after a hectic day. Mother and 
I used to sit and listen to him play. Usu- 
ally mother left the lights turned off, 
even when it began to get dark. She said 
that he played better that way. And you 
could listen better that way too. As the 
twilight deepened, you could sit and lis- 
ten to the music and dream with your 
eyes wide open. 

Father played well. And with emotion! 
I never learned to play the piano, but 
father played well enough for both of us. 
He used to play many pieces, but the one 
I remember best is “The Rosary.” “The 
hours I spent with thee, dear heart!” 
You would imagine that I would think of 
some youthful romance as I write those 
lines. But I don’t. I think of my father 
playing the piano in our home many 
years ago. 

The reason I go into detail on this is 
simply to point out that even though I 
never learned to play the piano, I have a 
feeling and affection for piano playing 
that helped me in writing piano copy. 


= Now to get back to the story in the ad. 
It was necessary to set the stage for the 
chap, who was going to amaze his friends. 
And so I wrote: 
“Jack is up to his old tricks,” some- 
body chuckled. The crowd laughed. 
They were all certain I couldn’t play 
a single note. 
“Can he really play?” I heard a girl 
whisper to Arthur. 
“Heavens, no!” Arthur exclaimed. 
“He never played a note in all his 
life ... But just you watch him. 
This is going to be good.” 
I decided to make the most of the 
situation. With mock dignity, I drew 
out a silk handerchief and lightly 
dusted off the piano keys. Then I 
rose and gave the piano stool a quar- 
ter of a turn. Just as I had seen an 
imitator of Paderewski do in a 
vaudeville sketch. 


Note: Years before that, I had seen 
just such a sketch on the stage—the sort 
of clowning which Victor Borge does to- 
day before he plays the piano. 

I decided to end the first portion of the 
copy with a joke I had read in a maga- 
zine. Here it is: 

“What do you think of his execu- 

tion?” called a voice from the rear. 

“We're in favor of it!” came back the 

answer, and the crowd rocked with 

laughter. 


Changing the Mood 

New the scene is all set and ready for 
a change of pace. We have created a 
scene of laughter and derision and it must 
be changed to admiration and amaze- 
ment. No more time for kidding. It is 
time for Jack to get down to serious busi- 
ness. 

Now I want to tell you how I was aid- 
ed in writing about Jack’s triumph by a 
piece of piano copy which I had read in 
a textbook entitled “Advertising Copy” 
by George Burton Hotchkiss. It was an 
emotional piece of copy and it stirred me 
up. As I mentioned before, laughter be- 
gets laughter and emotion begets emo- 
tion. A famous Greek playwright said: 
“If you want me to laugh, you must 
laugh first. If you want me to weep, you 
must weep first.” 


e I recall an experiment by a physics 
professor at Columbia. He fastened two 
metal tuning forks beside each other on 
the desk. He struck one fork a hard blow 
with a hammer. Its music rang through 
the classroom like the sound of a gong. 
Then the professor seized the vibrating 
fork with his hand and its music stopped. 
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But lo and behold, the other tuning fork 
had started to vibrate and was giving off 
the same musical note! It had been 
caused to vibrate by invisible waves, 
traveling from one tuning fork to the 
other! 

Emotional vibrations work the same 
way. They travel from one person to an- 
other. They are contagious. “If you want 
me to laugh, you must laugh first. If you 
want me to weep, you must weep first.” 
Don’t forget that rule when you write ad- 
vertising copy. 


® I would like to quote here and now the 
piano ad from the Hotchkiss textbook. 
I want you to judge for yourself whether 
or not it is emotional. I want you to see 
how this copy led logically and naturally 
to the piano copy which I wrote. I want 
you to see how the reading of emotional 
copy can stimulate a writer to create his 
own emotional copy. When you have seen 
this method at work, you can use the 
same method to stimulate your own writ- 
ing. 

The piano ad I am going to quote is 
long, but it is good copy and I hope you 
will read it clear through. Here is how 
Hotchkiss introduces it: 


Legends of famous musical classics 
like Beethoven’s Moonlight Sonata 
and Liszt’s Second Hungarian Rhap- 
sody have been beautifully told in 
advertisements of the Duo-Art piano. 
The following is a fine example of its 
kind: 

THE STORY OF A WINTRY 
NIGHT ONE HUNDRED YEARS 
AGO 
For those who know, and those who 
have yet to know, the soul-soothing 
beauty of Beethoven’s “Moonlight 
Sonata.” Cold brilliant moonlight sil- 
vered the snowy roofs of quaint old 
Bonn. Through a narrow street the 
master was walking with a friend. 


“Hush!” he exclaimed, halting sud- 
denly in front of a little house. “Lis- 
ten! That is my Sonata in F. How 
well it is played!” 

They edged up close to the door. In 
the midst of the finale the music 
ceased abruptly, and a voice cried 
sadly, “I can’t play any more. It is so 
beautiful. Oh, if only I might go to 
Koln to the concert! If only I might 
hear it played by the master!” 

“Yes, sister, but why wish for what 
cannot be?” said a second voice... 
“Let us go in,” said Beethoven. And, 
despite his friend’s objection, he 
placed his hand on the latch. “I 
shall play for her and she will under- 
stand.” 


THE MASTER ENTERS 


He opened the door. There at the ta- 
ble sat the brother mending shoes. 
The girl, crying softly, bowed her 
head upon the old piano. 

“Pardon me, but I head your music,” 
said Beethoven, “and I also heard 
your wish. Perhaps, if you will allow 
me, I can fulfill it.” 

The cobbler’ thanked him. “But our 
piano is so poor,” he apologized, “and 
we have no music.” 

“No music?” exclaimed the master, 
“how then does she. . . 

Oh, forgive me!” he stammered. 
The girl had lifted her head and he 
saw that she was blind. . . 

She gave Beethoven her place at the 
piano. He ran his fingers along the 
yellowed keys. Under this touch the 
worn strings sang as if born anew, 
and out of the old instrument trooped 
hosts of his compelling medodies to 
surround and captivate the wonder- 
ing pair. The flame of the one candle 
sputtered fitfully, and presently went 
out. The youth slipped over and 
threw open the shutters. As the 
moonlight flooded the room, the pi- 
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anist paused. 

“Who and what are you?” gasped the 
cobbler, scarce knowing he was 
speaking. 

“Listen,” answered the master, and 
he played the first few bars of his 
Sonata in F. 

“Beethoven!” burst from the lips of 
the pair. “Oh, play on, play on—just 
a little more!” they pleaded as he 
arose to go. 


THE MASTERPIECE IS CREATED 


For a moment he stood, silent, look- 
ing out of the window. And then 
again seating himself, he began as if 
to voice the spirit of the calm, per- 
fect night, weaving slowly into ex- 
quisite being those mystic measures 
which caress the soul, even as the 
cool radiance of the moon softens 
and gentles the world’s rough face. 
There, in that little room, Beethoven 
intertwined the throbbing of the sea’s 
great heart and the far, clear call of 
the stars; he sounded the very depths 
of the sublime, till it seemed to the 
three listeners as if the Spirit of In- 
finity were come down the path of 
moonlight and stood by their side, 
whispering of the things that are 
forever and forever. 

Vain yearnings and thoughts of toil 
and tithes were swept from their 
long-time moorings in the mind, and 
by the hand of infinite loveliness, the 
blind girl was guided to heights 
whence she saw more than wide eyes 
can window, however clear. . . 
Beethoven, the master, had in the 
hour in that poor, trouble-shadowed 
home, lighted a transforming flame 
which would neither waver nor go 
out through all the years. 


On to Triumph 


With this story in the back of my head, 
I wrote my own copy. You will recall 
that we left Jack sitting on a piano stool. 
The crowd had just laughed at his clown- 
ing. They had said they were in favor of 
his “execution.” Now it is up to Jack to 
do an about face and amaze the audience. 
I began the second portion of the ad with 
a subhead. 


THEN I STARTED TO PLAY 

Instantly a tense silence fell on the 
guests. The iaughter died on their 
lips as if by magic. I played through 
the first few bars of Beethoven’s im- 
mortal Moonlight Sonata. I heard 
gasps of amazement. My friends sat 
breathless—spellbound! 
I played on and as I played I forgot 
the people around me. I forgot the 
hour, the place, the breathless listen- 
ers. The little world I lived in 
seemed to fade—seemed to grow dim 
—unreal. Only the music was real. 
Only the music and the visions it 
brought me. Visions as beautiful and 
as changing as the wind-blown 
clouds that long ago inspired the 
master composer. It seemed as if the 
master musician himself were speak- 
ing to me—speaking through the me- 
dium of music—not in words but in 
chords. Not in sentences but in ex- 
quisite melodies! 


= I typed my copy neatly and took it to 
Grady. 

“That’s swell!” he said. “It has real 
feeling. But something is missing.” 

“What’s missing?” 

“You should have Jack’s friends con- 
gratulate him on this wonderful playing. 
And then Jack should tell how he took 
the U. S. School of Music course.” 

I returned to my desk and wrote the 
following: 


A COMPLETE TRIUMPH! 
As the last notes of the Moonlight 
Sonata died away, the room re- 
sounded with a sudden roar of ap- 
plause. I found myself surrounded 
by excited faces. How my friends 
carried on! Men shook my hand— 
wildly congratulated me—pounded 
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COL. FRANK THOMPSON, U.S.A. (RET.), CHAIRMAN OF THE BOARD, GLENMORE DISTILLERIES COMPANY, LOUISVILLE 


“When Glenmore Distilleries was founded in 1871, @& 
Louisville was a flourishing river town in the very vortex § 

of the booming midwest. What has ensued since then E 

constitutes a saga of growth and progress. Louisville, by ; 

virtue of its strategic location, myriad natural resources 
and get-up-and-grow attitude—has become a progressive, 
industrial metropolis. And Glenmore, now fortified by 
the third generation of our old family tradition, has be- 
come one of America’s most respected distillers of fine 
Kentucky Bourbon. If you haven't visited Louisville lately, 


you're in for a surprise!” 
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400,428 DAILY COMBINATION © 311,094 SUNDAY 


LOUISVILLE | 


A Midwestern Industrial Market 


in the Ohio River Valley— 


The Ruhr of America i 


where one Daily Newspaper Combination 


reaches 99% of the People. 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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me on the back in their enthusiasm! 
Everybody was exclaiming with. de- 
fight—plying me with rapid ques- 
tions... 

“Jack! Why didn’t you tell us you 
could play like that?” ... “Where 
did you learn?” . . . “How long have 
you studied?” ... “Who was your 
teacher?” 

“I have never even seen my teach- 
er,” I replied. “And just a_ short 
while ago I couldn’t play a note.” 
“Quit your kidding,” laughed Arthur, 
himself an accomplished pianist. 
“You've been studying for years. I 
can tell.” 

“I have been studying only a short 
while,” I insisted. “I kept it a secret 
so I could surprise you.” 

Then I told them the whole story. 
“Have you heard of the U.S. School 
of Music?” I asked. 

A few of my friends nodded. “That’s 
a correspondence school, isn’t it?” 
they exclaimed. 

“Exactly,” I replied. “They have a 
new simplified method that can teach 
you to play by mail in just a few 
months.” 


@ I have quoted the first three sections 
of the U.S. School of Music ad, namely, 
1. The clowning scene 
2. The playing of the Moonlight Sonata 


3. The congratulation scene 

The ad contained four additional sec- 

tions as follows: 

1. Subhead: How I Learned to Play 
Without a Teacher (4 paragraphs of 
copy) 

2. Subhead: Play Any Instrument 
(1 paragraph of copy) 

3. Subhead: Send for Our Free Book- 
let and Demonstration Lesson 
(2 paragraphs of copy) 

4. Coupon 


The reason for such long copy is be- 
cause mail order advertisers have found 
that they can get more sales with long 
copy than with short copy. 

When this ad was typed it occupied 
four typewritten pages, single spaced. 
The copy was given to the art depart- 
ment where it was illustrated with a 
picture of Jack at the piano, surrounded 
by his friends. 

The ad was tested in Physical Culture 
magazine in December, 1925. During the 
next few years it was run in a long list 
of magazines and newspapers. In some 
publications it was repeated a number of 
times. I do not have the sales records 
on the ad, but it was the best or one of 
the best that the U.S. School of Music 
ever ran. The ad was reproduced years 
later in a book by Julian Watkins en- 
titled “The 100 Greatest Advertisements.” 


New Automatic Typewriter Designed 
for Ad Agency Copywriters 


By Chuck Wetzel 
Batz - Hodgson - Neuwoehner Advertising 
Agency, St. Louis 
Announcing the new typewriter de- 
signed especially for advertising agency 
copywriters. 
Three type sizes: Big caps, giant caps, 
huge economy size caps. 
Pinhead-size type (available at slight 
extra cost) for messages you don’t want 
read. 


New feature: When you type words like 
sensational, outstanding, terrific, magnif- 
icent, giant, real buy, bargain, special, 
etc., typewriter automatically follows 
them up with an exclamation point. 

Huge question mark for challenging 
competition’s claims. 

A light touch on the key marked “agen- 
cy” and the name of your agency is auto- 
matically typed in...completely, and 
without mistakes: saves time and lets you 
mention your agency more frequently 
than you would if you had to type out the 
full name yourself. 

Asbestos roller: TYPEWRITER WILL NOT 
CATCH FIRE WHILE YOU ARE TYPING HOT 
copy. 

Extra long carriage for tripping into 


account man’s stomach when he gets im- 
patient and hovers over your shoulder. 

Special “ceremony” key: When you fin- 
ish a particularly hellish piece of copy, 
push this key... releases giant fireworks 
display, rings carillon of 20 bells, sets off 
huge steamboat whistle, and extends hand 
to shake yours. 

Carriage cover: Hides “top secret” copy 
on new model cars, new soap processes, 
etc., or lets you write to friends without 
fear of discovery. 

Special spray for cleaning typewriter 
before writing church ads. 

Built-in clock: You won’t be late for 
client calls or important luncheon en- 
gagements, particularly on Friday after- 
noons. 

Red ribbon attachment for typing copy 
of clients who are delinquent in paying 
their bills. 

“Last time” arm attaches mourning rib- 
bon to copy of clients whom you are about 
to put out of business. 

Easy-carry handle for taking typewrit- 
er along when you move to new agency. 

Red warning flag reminds you to ask for 
another raise when atmospheric conditions 
are right. + 


Looking at Radio and Television . . . 


A Fig for Cunningham! 


By the Eye and Ear Man 


Is the current television season a “big 
flop,” “colossal nothing,” “disappointing,” 
“nothing but westerns,” “nothing but 
musicals” or “more of nothing”? Well, 
pardner, it depends on the point of view. 

If you are writing for a distinguished 
group of readers such as the AA proto- 
type, and you are under assignment to 
report to them about their personal pref- 
erences in entertainment in television, 
it would be quite accurate to say that 
there is nothing in the new television 
season for which it is worth while giving 
up conversation, good music, or good 
reading. 


If, however, you are recommending tv 
viewing to any mass medium audience 
such as those of Life, Reader’s Digest, 
The New York Daily News, radio or 
TV Guide, it is more accurate to say: 


Advertising Age, November 25, 1957 
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GENERAL FOODS & GOURMET FOODS 


Shades of Fortnum and Mason! (Or is it Fortnum & Mason?) Here is staid 
old General Foods going quite out of character to tempt us to try some of its 


Numaki Spread, it tells us, “represents the happy marriage of young chicken 
livers and tender Japanese water chestnuts.” As for the chicken livers, they 
were “examined for indications of loose living.” The chestnuts? They were 
“shy refugees from oriental waterways.” And what of the marriage? “Their 
flavor, wedded to the chicken livers, induces a sweet wonderment that life 


As for the Bornholm biscuits, “To sniff one,” says the copy, “is to risk be- 
coming blood brother to a pig. We have warned you.” 


This is lighthearted but flavorful copy—as it should be to sell items such as 
those advertised. We don’t know and are as yet not quite satisfied that the 
classical Commentaries of Fortnum and Mason (Fortnum & Mason?) have 
been equalled. Memory tells us they certainly have not been surpassed—but 
even more important, they are obviously far from overlooked. 

Nevertheless, we welcome such advertising as this. Sheer poetry, in many 
respects. And, as such, a delightful change from the prosaic product encomi- 
ums we are accustomed to coming upon. GF, pass those spiced meatballs! # 
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FROM SWEDEN mamem ores Hom NOTES 


“Well, you done it, folks. You told them 
smart alecky arty crafty snobs on Madi- 
son Avenue and in Beverly Hills exactly 
what you wanted and they had t’give it 
to yuh. You said you liked westerns and 
you got more of ’em. You said you liked 
a nice littke musical once in a while 
and you got some more of them. Brother, 
you pick what you like and you get it. 
You’re the boss.” 

Anachronistically, the people who are 
a party to picking the new programs are 
the poorest television fans of all. With 
the exception of a few Sunday afternoon 
shows, an occasional good drama, and an 
extraordinary special like the Bing Cros- 
by show, the leaders of the television 
industry are not tv fans in any sense of 
the word, now that the novelty has worn 
off. The job of the AA reader is not to 
satisfy his own taste or that of the 
critics but to endorse a show that will 
appeal to the greatest number of people 
and then to make an effort to sell pro- 
duct to that audience. 

And there is really no reason to stay 
at home glued to a tv set watching your 
shows and the competition’s. Once the 
patterns are set, shows stick pretty much 


to formula, and the first Nielsen ratings 
give the story that, with minor excep- 
tions, holds for the rest of the high sets- 
in-use season. 

Several fliers were taken last year 
with imaginative shows with high poten- 
tial. All ended in disaster to such a 
degree that, considering the number of 
dollars invested in television, and the 
acute selling problems this year, the 
agency, client, network, and packager 
were not willing to take another chance. 
Consequently, the categories were scru- 
tinized for trends, low cost per thousands, 
and highest average ratings within a cat- 
egory. 

The western category came up strong 
in each classification. The shows rated 
high uniformly, regardless of time per- 
iod; they cost less than comedy or drama; 
the cost per thousands were the lowest, 
and there were then fewer westerns than 
relative program categories. Today the 
number of westerns has risen to about 
15% of all programs and is in better 
balance with quiz, drama, comedy 
(which is off sharply), adventure, music, 
variety, sports and situation comedy. 

Music has also risen in number of 
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Sept. 1957 


Architectural Forum 
Ad Revenue Gain — 12.4% 


During the first three quarters of 1957 advertisers invested $1,606,080 in FORUM. 
A gain of $125,340 over the same period last year — more than double the combined 


gains of the other two architectural-building publications. 


ADVERTISING REVENUE GAINS’ 


First Three Quarters — 1957 


FORUM UP 12.4% 


PIA ™ UP 6.2% 


RECORD Bi $8,400 UP 0.6% 


...and Circulation Gain — 9.9% 


With the September issue, FORUM’s circulation reached 55,540, 
a new circulation peak. 5,025 more subscribers than the January issue. 


CIRCULATION GAIN' 


Jan. 1957 


UP 9.9% 


*Source: 1st nine months — Industrial Marketing Base: 12-time B/W page rate 
tSource: June 1957 Publisher’s Statement to A.B.C, and Publisher’s Estimate for September 1957 
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shows and is also in better balance. Here 
the pendulum has swung back again. In 
the beginning of television the musical 
show was the most popular form of en- 
tertainment. That’s easy to explain; it 
requires very little dialog, established 
songs are tested and sure-fire, there are 
lots of good singers, staging can be sim- 
ple, and costs are in line. Kyle McDon- 
nell was one of the first hits of television. 

Then musicals faded out as comedy 
and bigtime variety and drama took over 
the choice time. The Warings, White- 
mans, Lanny Rosses, etc., disappeared 
into the 15-minute supper show and then 
out. It took Lawrence Welk with a pro- 
gram that had mass appeal in its corn- 
ball approach to revive the category, and 
Perry Como, the embalmed barber, to 
prove that a big rating against tough 
competition was possible. 

Now every type of musical show is 
back again. There will be some disasters 
in this field, as are already indicated, 
and there may be some modest successes, 
but there is no sign of another Como- 
Welk hit. However, this is a pleasant, 
safe type of program. It’s hard to sing a 
bad song or to offend anyone in a mu- 
sical show. 

The mentors of programming know 


that there is a lack of comedy this sea- 
son. They don’t like to substitute easy- 
to-do westerns for next-to-impossible-to- 
do comedy, but they must. The one-year 
breather may enable them to find writers 
and performers willing to put their necks 
out to make a mass audience laugh. 
Meanwhile the comics are plushily hi- 
bernating in Miami and Las Vegas where 
they can play two months with the same 
material and make as much money as in 
a nine-month tv season with back-break- 
ing work and a new routine every week. 

Will television as we know it today 
continue to seek the safe way? Will pay 
tv be the way to try out things for the 
people not satisfied with the mediocrity 
that is the product of any mass product? 
Perhaps. The truly revolutionary things 
in the entertainment medium have come 
from the legitimate theater. Pay tv may 
be the answer to that need and the prov- 
ing ground for things ending up in a 
mass medium later. 


s Meanwhile it is the solemn duty of an 
agency to place its advertiser’s dollars 
where they can do the most good. A guar- 
anteed cost per thousand in television is 
the penultimate. Safe investments today 
are the minimum essential. + 


From an Art Director's Viewpoint... 


More About the Coarse Pores School 
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By Andy Armstrong 

Women go flat in this Cigaret Account 
Photo Sweepstakes we've been watching. 

They just lie there, or sit there, or stand 
there—depending on what mood you're in 
when the ad turns up. 

Why should they? 
These gal smokers are 
attractively coiffured, 
pleasant, personable 
creatures. Entirely 
suitable for getting lost 
on the Staten Island 
ferry with. Any day, 
boy. So why don’t they 
wallop you from these 
ads the way the big- 

Andy Armstrong = head male smokers do? 

To find out, make this simple test: 

Pencil a tattoo on this lady’s hand. Or 
black out one eye with a patch. Or try 


OF QUALITY, DELIGHTeULEY MILO. TREO FULL GING Gere 


one BE de Ks Mig - Bas 


putting laugh-lines around her mouth, 
creases in her forehead. She won't sing 
without a gimmick, as they say in West- 
port. 


® There’s a bigger reason why she’s flat. 
SHE CAN'T SQUINT. Not because squinting 
taxes her expressive ability. She’ll never 
be allowed to squint, as long as we have 
art directors and photographers and cli- 
ents and cold feet. 

This argument (who’s arguing?) is un- 
necessary, anyway. Surveys prove—sur- 
veys, that is, prove—that you waste time 
and money on women particularly in cig- 
aret advertising. Even if you show them 
squinting, like sibyls yet, through the 
smoke. 

For everybody emulates men, when 
smoking. Nobody, not even a woman, em- 
ulates women, ever. # 


On the Merchandising Front... 


Advertising Age, November 25, 


Will Some Manufacturers 
Go info Retailing? 


By E. B. Weiss 

As a major step toward the goal of get- 
ting still better returns from the advertis- 
ing investment, will some manufacturers 
actually go into retailing on a _ sub- 
stantial scale? It is an 
interesting speculation. 
Suppose we explore it. 

Before World War I 
there was a very small 
rash of retail store 
ventures by manufac- 
turers. Sometimes 
these were limited to 
so-called “laboratory” 
or “experimental” or 
“show-case” stores. In 
other instances, manufacturers bought in- 
to retail outlets; to this day one of the 
leading men’s clothing brands has a sub- 
stantial, if not a controlling interest, in 
one of the large men’s apparel chains. 

And, of course, through special leased- 
department arrangements, through ex- 
travagant allowance programs that in- 
clude demonstrators, stock on memo, 100 
and even 125% co-op, etc., etc., manu- 
facturers in some fields are really in 
retailing. Certainly these manufacturers 
bear the major burden of retail costs— 
the retailer merely provides floor space 
and a few mechanical functions. 


E. B. Weiss 


a Why, then, might it not be wise for 
some large advertisers to go into retailing 
all the way? 

After all, our major retailers are going 
into manufacturing. Indeed, not only are 
the giant retailers going into manufac- 
turing, but they are developing powerful 
advertised brands which compete with 
manufacturer brands on consumer accep- 
tance and even consumer demand. Natur- 
ally the retailer’s own brands get prefer- 
ential display treatment within the store. 
The net result is that the manufacturer’s 
investment in brand advertising is under 
attack by the retailer. 

It is fairly obvious that at least a per- 
centage of the vast total in the bewil- 
dering variety of allowances that man- 
ufacturers grant retailers winds up as 
financial sinews for the store’s own 
brands. If there were no allowances by 
manufacturers, there would probably be 
fewer store-controiled brands of any real 
strength. 

Since the mass retailer is becoming a 
manufacturer, through one form of cor- 
porate control or another, why should it 
not be logical for the manufacturer to 
become a retailer, again through one 
form of corporate control or another? 


s Actually, if interlocking corporate ar- 
rangements were carefully analyzed, and 
if various special lease, etc., arrange- 
ments between manufacturers and re- 
tailers were carefully analyzed, it would 
no doubt be found that manufacturers 


Tips for the Production Man... 


—in at least some industries—are much 
deeper into retailing than is generally 
suspected, 

Another development that may force 
some manufacturers into retailing is the 
growing concentration of retail volume 
into fewer and fewer hands. For example, 
Nielsen reports that in 1939, a food pro- 
cessor had to win distribution in 112,000 
outlets in order to achieve 70% coverage. 
By 1948, this figure had dropped to 90,- 
000 outlets. In 1957, some 45,000 to 50,- 
000 outlets will give 70% coverage (ani, 
of course, in some territories from 14 to 
20% of the food outlets will give 70% 
coverage). Nielsen estimates that, by 
1960, some 38,000 food outlets may give 
70% coverage of the nation. (In some 
areas these figures will, of course, show 
a much greater degree of concentration. ) 

It would seem as though the more con- 
centrated retail volume becomes in a few 
hands—with a consequent uptreni in 
advertised retail brands, etc.—the more 
some manufacturers may be compelled 
to turn to corporate developments that 
will assure them the distribution they 
require. 

And here is.a startling thought: This 
sort of marketing development might 
even lessen the importance of the store- 
controlled brand to the retailer, since the 
retailer then becomes a corporate partner 
in the manufacturer’s brand! 


® In any event, what we do know is 
that the manufacturer of nationally-ad- 
vertised brands is taking over (through 
his advertising, his promotions, his detail 
men, his various allowances, etc., etc.) 
more and more of the original retail 
function. In other words, our large na- 
tional advertisers are really in retailing 
almost up to their necks. In some, if not 
many instances, the manufacturer actual- 
ly performs more retail functions to move 
his brand or brands than does the re- 
tailer himself! Obviously, this means 
that the manufacturer, to a degree never 
before reached, is a retailer in fact—if 
not in theory. 

And we also know that the giant re- 
tailer is becoming a fairly large manu- 
facturer; in a few instances, the giant 
retailer is also a giant manufacturer. 

Putting two and two together and, of 
course, keeping a wary eye on the anti- 
trust laws, is it entirely improbable that, 
within the not too distant future, we may 
see a definite move by a few manufac- 
turers toward ownership or control of 
retail outlets through brilliant corporate 
innovations sparked by equally brilliant 
marketing strategy? 

Will some manufacturers of some ad- 
vertised brands look upon store control as 
at least one technique for getting a larger 
return from their total advertising in- 
vestment? It is an interesting specula- 
tion. + 


Newspaper Trend to Larger Body Type 


By Kenneth B. Butler 

The man who reads his newspaper in 
the glim light of subway, “L”’, or bus is 
getting a better break. So is the reader 
who just can’t make out that small type 
the way he used to. 

Newspapers are rapidly increasing the 
size of their body type, many of them go- 
ing to 9 point. The Chicago Tribune was 
one of the first. The papers which are not 
going~to 9 point as they decide on new 


type dresses, are choosing sizes larger 
than formerly used. 

For many years 8 point was considered 
a standard body type size for newspapers. 
Some of the metropolitan papers went to 
7% point, or even 7 point. In times of 
newsprint shortage, papers were wont to 
step down their body type in size but to 
choose one of the new designs which ap- 
peared fully as large. 

Others retained the same point size, but 
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KITCHEN IDEAS 


IDEAS 


There's going to be a new member of the 


Meredith idea family next August... 


Home Improvement | 
| Ideas Annual 


Ist { Raa 


> Au 
Closing date for ad Sust 19, 1958 


Vertisino: 
Rate Base: 165,000 _—+ June 13, 1958 


R 2 Estimat 
Minimum Space Unit: Black and wh; y, “ Sales: 180,000 
Ite, “4 


Page—Color, ly, Page 


This new member of the family of BH&G Idea Annuals will be a combina- It's just one good idea after another 


tion of the present Home Improvement and Handyman Ideas Annuals. 

Expect an excitingly practical ‘‘project book”’, ranging from the ABC's of : ‘ 

painting and wallpapering to simple remodeling jobs. f rom Mer edith of Des Moi NCS ke v's 
What an opportune spot for advertisers! As in the other five BH&G Idea 

Annuals, you'll tell your product story to an eager audience who are actively 


looking for things to do and to buy in a particular field of home interest. Amer 1ca's biggest publisher of ideas 


Why not pick up your phone right now—call your BH&G sales representa- 


tive for a quick run-down on how pinpointed advertising in BH&G Idea "0 laxr4 “ 
Sei: datas beset veel hs for today’s living and tomorrow's plans 
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chose a new cutting which seemed larger 
and which give greater legibility. 


The trend to the larger and more leg- 
ible sizes is, of course, correct. No need to 
make surveys to establish this point. We 
work faster, we play faster. We also read 
faster. If reading is hard work, we read 
only the essentials. We skip. Better to 
edit a story down, run it in readable type, 
and try for a full reading, than to squeeze 
in everything with smaller type and have 
it skipped. 

“We're all getting older” is statistically 
true. The median age of all Americans is 
on the rise. We are told that seven out of 
every ten people have vision defects. 

Newspapers used to try to shoe-horn 
all their best and biggest stories onto 
page one. As newspapers grow in size and 
as advertising content increases, editors 
and publishers realize that the inside of 
the paper gets a good going over, too. 
Top-rated stories now are placed inside 
where they may receive greater display, 


and no regrets. ' 

The frequent switches that papers are 
making in their body dress makes good 
business for the matrix makers, of course. 
But it also gets a lot of old beat-up fonts 
out of circulation...mats that dance 
around in their alignment, mats that de- 
velop little hairlines that are not part of 
the type design. Many a publisher will 
invest money in new mats when a dra- 
matic change in legibility can be promot- 
ed; yet refuse an investment in replace- 
ment mats that might permit old mats to 
do a better job. 


= What all of this means to the produc- 
tion man boils down to a recognition by 
him that readers, used to seeing larger 
type in their newspapers and magazines, 
will find his promotion unpalatable if it 
is pinched down below easy legibility. If 
it has been set in 6 point, can it be 
stepped up to 7 or 8 point by better edit- 
ing or tighter writing? If set in 8 point, 
consider 9 or 10 point. # 


Six Ways to Avoid 
Motivational Research Traps 


If the motivational mystics have befuddled ycu, even a little, here’s a way 
to solve the riddles, or at least reveal which riddles aren’t important. And 
don’t skip Point 6 (listed below) and what you should know about it, as 
explained in an excerpt from an address by Dr. Lyndon O. Brown, vp in 
charge of media, merchandising and research at Dancer-Fitzgerald-Sample, 
at the annual meeting of the Assn. of National Advertisers in Atlantic City. 


By Dr. Lyndon O. Brown 
VP of Media, Merchandising and Research 
Dancer-Fitzgerald-Sample 
If advertising management is to per- 
form its function in guiding research, it 
must be aware of several potential pitfalls 
in motivational research. There are six 
simple principles that will protect adver- 
tising management from falling into some 
pretty obvious traps: 


1, There is ne mystery about motivational 
research—there are no secret weapons not 
known to any qualified researcher. 

2. Don’t fall for the alchemist, the super- 
salesmen, It is a great temptation to be- 
come a name dropper—perhaps your as- 
sociates have been guilty. 


3. Get an adequate independent review of 
the entire body of data on which the re- 
search is based. Don’t be satisfied with a 
report limited to a few scattered examples, 
interpretations, and opinions. 

4. Don’t confuse product motivations with 
brand-selection motivations. 


MOTIVATIONAL RESEARCH 


5. There is no one great overpowering mo- 
tivation impelling prospects to use a par- 
ticular product or to select a particular 
brand. Actually, there is a complex of 
many motivations in any given situation 
and they change as society changes. 

6. Don’t look in the Id for the motivations 
you are going to work with in your adver- 
tising. Tossing around Freudian terminol- 
ogy makes good parlor, smoking room, 
or office conversation, but as any good 
psychologist knows, there are three levels 
of motivation and as any good advertising 
man knows, the bulk of those that concern 
us are in the upper two levels. 


s To make sure that the last important 
point is clear [let me explain], based on 
Freud’s classic diagnosis, the three lev- 
els of motivation. The first level we call 
the “Conscious-Outer-Level” motivations. 
In this type, we know what motivates us 
to action, and we have no hesitancy about 
revealing them to others. If you were to 
ask me, for example, why I bought a bag 


BENCH-MARKS FOR ite: 
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fall for the alchemist, the super-salesmen. 


of popcorn, I know. why and wouldn’t hes- 
itate to tell you. 

The second level is the “Conscious-In- 
ner-Level.” We know the motivations but, 
for social reasons, we refuse to tell the 
truth. These are like the little secrets hus- 
bands keep from wives, and wives from 
husbands. For example, when asked, “Why 
did you stay in town last night?” my so- 
cially acceptable answer is, “Because a 
client was in town.” I have hidden the 
truth behind an excuse. The truth is that 
I like a good musical show and a night on 
the town. 

The third level is called the “Uncon- 
scious-Unrecognized” type of motivation. 
Here I don’t know my motivation because 
it is too deeply hidden in the past and 
usually so grounded in animal behavior 
that it would not be socially acceptable 
to reveal it if I did know. Here lies the 
field of the Freudian, the Zondi, and their 
psychoanalytical ilk—the Id. 


= No doubt this discovery and attendant 
development of therapeutic tools, such as 
the year long depth-interviewing of the 
psychiatrist’s couch have made magnifi- 
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cent contributions to the solution of prob- 
lems of the mentally ill. But we and the 
bulk of our customers are not mentally 
ill. When it comes to the selection of 
brands in the American market piace, we 
are emotional rather than rational, but we 
are far from psychiatric cases. 

This is the big point. A great many of 
the motivations behind buying behavior 
fall into the “Conscious-Outer Level” 
category, and a lot of advertising hay has 
been made by people who have gone out 
into the market place with alert research 
to measure them. No doubt, since market 
behavior is a social function, there are 
also a vast number of motivations for our 
concern that fall in the “Conscious-Inner 
Level” area. Here lies the great field for 
practical motivational research in adver- 
tising, through the application of tools 
that break down the social barriers that 
hide the truth. Certainly “Unconscious- 
Unrecognized” motivations find some ex- 
pression in market behavior, but the 
plunge into the Id, particularly as we are 
concerned about brand motivations, when 
what is needed is clarity about the upper 
two levels, is sheer research folly. # 


Looking at the Retail Ads 


only a wisp of fabric 


Geena 


$595 


sidininimnindel Weibel bay ihinameetes 


but how it brightens the night 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Is this a good ad? Or a weak ad? Does 
it create a product impression? Does it 
sell? Does it appeal to emotion? Does it 
accord with standards that a wise adver- 
tising teacher might set down to be met 
by all good ads? 

First, it is the top part of an old ad 
from my files. It ran probably 20 years 
ago. It is an excellent ad. It creates an 
excellent and immediate product impres- 
sion. It sells—it sold—very well. It ap- 
peals to the emotions—and it accords with 
a good many specific practical identifiable 
standards. 

It is run to illustrate a refutation of a 
researcher’s remarks in a featured speech 
in AA of recent date. 


® The agency research man made excel- 
lent points in saying that research may 
not reflect the true attitudes of respond- 
ents or readers. But I believe he, as some 
of today’s researchers notably do, loaded 
his remarks to support his subjective 
viewpoint. After quoting three hypotheti- 
cal ads, one with rational and two with 
emotional appeals, he said: “. . . creative 
evaluation which relies on what people 
remember from an advertisement would 
probably lead to (people’s) favoring the 
reasonable ‘economically enlightened’ ap- 
proach of Adam Smith.”~ (The rational 
ad.) This, he indicated, was unfair to the 
emotional approaches which might sell 
better. But the emotional approaches he 
set up were such as people would feel 


demeaned in saying they had rememberd 
and were influenced by. Moreover, few 
ads are either all one approach or the 
other, as his hypothetical ads were. 

If he had made his “rational” or “eco- 
nomical approach” one that said in effect: 
“Save money if you are really hard up, 
and ride in our stripped down car,” then 
surely research would not show people 
admitting to being affected by the rational 
approach, either. 

Let me make clear I am not favoring 
either rational or emotional approaches 
here. In my opinion few advertising pro- 
grams can ignore either—except at their 
peril. 


@ The researcher went on to say: 
“... perhaps we had better not use a copy 
testing approach’ (like recall and recog- 
nition) which implies our advertising is 
based on pure reason.” (His parenthesis 
in this sentence, not mine.) 

This last quote proves to me the man 
speaking doesn’t understand “recall” or 
“aided recall,” or he is attempting to ra- 
tionalize his prejudice against it. 

People recall emotion-provoking words, 
incidents, pictures, experiences, at least 
as vividly as they do purely rational ones, 
and aided recall registers such memory. 
Moreover, people are no more apt to ad- 
mit to being influenced by “shaming” 
rational, than by “shaming” emotional 
copy. 


= Look at the ad above. If it were sub- 
jected to the recall technique of measur- 
ing readership, what would a woman re- 
call? The price? Or would she recall 
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$4,000 AND OVER 


In Milwaukee, 
MORE consumer units have the money 
for good living 


Here are the 25 largest U. S. counties and the percentage 
of consumer spending units in each income group over $4,000 
—from Sales Management Survey of Buying Power, 1957. 


$4,000 to $6,999 


$7,000 to $9,999 


$10,000 and OVER 


County 


Nassau, N. Y....... 71.0% 
Wayne, Detroit.... 64.6% 


MILWAUKEE, WIS. 63.4% 


Cuyahoga, Ohio.. 62.0% 
Cook, Chicago...... 61.8% 


Essex, Newark...... 59.7% 
Erie, Buffalo........ 57.7% 
Alameda, Calif..... 56.6% 
Hennepin, Minn... 56.3% 
King, Seattle:....... (56.3% 


Allegheny, Pa....... 55.5% 
Middlesex, Mass... 55.1% 
New York City...... 54.3% 
Los Angeles, Calif. 54.3% 
Harris, Houston.... 53.8% 


Dallas, Tex........... 52.3% 
San Francisco...... 52.3% 
St. Louis, Mo....... 52.0% 
Baltimore, Md....... 51.7% 
Hamilton, Ohio.... 50.4% 


Philadelphia, Pa... 50.0% 
Dist. of Columbia 49.6% 
San Diego, Calif. 47.0% 
Suffolk, Boston.... 46.2% 
Dade, Miami........ 44.5% 


County 


MILWAUKEE, WIS. 42.1% 


Wayne, Detroit.... 41.4% 


Erie, Buffalo........ 39.9% 


Cuyahoga, Ohio.. 38.8% 
Cook, Chicago...... 37.2% 


Hennepin, Minn... 37.2% 
King, Seattle........ 37.2% 
Nassau, N. Y....... 36.8% 
Allegheny, Pa..... 36.7% 
Alameda, Callif..... 36.3% 


Essex, Newark.... 35.9% 
Middlesex, Mass. 35.8% 
Los Angeles, Calif. 35.2% 
Harris, Houston.... 35.1% 
St. Louis, Mo....... 34.6% 


Baltimore, Md..... 34.3% 
Hamilton, Ohio.... 34.1% 
New York City...... 34.1% 
Philadelphia, Pa... 33.8% 
Dallas, Tex........... 33.2% 


San Francisco...... 33.2% 
San Diego, Calif. 32.7% 
Suffolk, Boston.... 32.3% 
Dist. of Columbia 30.8% 
Dade, Miami........ 29.2% 


County 


Nassau, N. Y....... 17.6% 
Wayne, Detroit.... 15.2% 
Cook, Chicago.... 14.9% 
Cuyahoga, Ohio.. 14.2% 


MILWAUKEE, WIS. 13.6% 


Essex, Newark.... 13.6% 
Alameda, Calif..... 12.9% 
Allegheny, Pa....... 12.4% 
King, Seattle........ 12.4% 
Los Angeles, Calif. 12.1% 


New York City...... 12.0% 


San Francisco...... 11.9% 
Hennepin, Minn... 11.8% 
Erie, Buffalo........ 11.7% 


Harris, Houston.... 11.5% 


Middlesex, Mass... 11.5% 
Dallas, Tex........... 11.2% 
Dist. of Columbia 11.1% 
Baltimore, Md....... 11.0% 
St. Louis, Mo......... 10.9% 


Philadelphia, Pa... 10.5% 
Hamilton, Ohio.... 10.0% 


San Diego, Calif. 9.3% 
Suffolk, Boston... 9.1% 
Dade, Miami........ 8.7% 


County 
Nassau, N. Y....... 16.6% 


Essex, Newark.... 10.2% 
Cook, Chicago... 9.7% 
Cuyahoga, Ohio.. 9.0% 
New York City...... 8.2% 
Wayne, Detroit... 8.0% 
Dallas, Tex........... 7.9% 
Middlesex, Mass. 7.8% 
MILWAUKEE, WIS. 7.7% 
Dist. of Columbia 7.7% 
Alameda, Calif..... 7.4% 
Hennepin, Minn... 7.3% 
San Francisco...... 7.2% 
Harris, Houston.... 7.2% 
Los Angeles, Calif. 7.0% 
King, Seattle........ 6.7% 
Dade, Miami........ 6.6% 
St. Louis, Mo......... 6.5% 
Allegheny, Pa....... 6.4% 
Baltimore, Md....... 6.4% 
Hamilton, Ohio... 6.3% 
Erie, Buffalo........ 6.1% 
Philadelphia, Pa... 5.7% 
San Diego, Calif. 5.0% 
Suffolk, Boston... 4.8% 


Advertising returns are above par in this better-income market—and 
advertising costs are below par. Here one newspaper reaches 9 out of 
10 families in a metropolitan area of more than a million consumers. 


NEW YORK 


THE MILWAUKEE JOURNAL 


National Representatives, O'Mara & Ormsbee, Inc. 


CHICAGO 


DETROIT 


LOS ANGELES 


SAN FRANCISCO 
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the emotional appeal—what the wisp of 
fabric does for her mood in the evening? 
It is nothing short of blindness or preju- 
dice to suggest that recall measures only 
rational appeals in advertising. 

Does the agency researcher who made 
the speech mean that if a boy makes love 
to a girl in a convertible and buys her 
a hot dog in the same evening, all she 
would recall would be the price of the 
hot dog? She would be as unwilling to 
admit an unworthy emotional recollection 
as she is willing to admit a worthy eco- 
nomical one...and vice versa. But the 
recollections would be there. 

If advertisers appeal to baser instincts 
of men and women, they should not hope 
to be able to evaluate their effect on read- 
ers by any interviewing techniques. But 


Salesense in Advertising ... 


if they base their advertising on legiti- 
mate “service,” using emotional and ra- 
tional appeals, “aided recall” can teach 
them a lot. 


® All this reminds me of the important 
agency’s research man who in a long 
article in AA repeatedly used “noted” 
and “readership” interchangeably. They 
are not interchangeable. 

It recalls to me the great newspaper's 
research director who said benefits ap- 
pealed only to the economic man. 

If research people are not objective 
these days it is because our opulent econ- 
omy makes success possible despite a lot 
of loose and muddy thinking in connec- 
tion with the planning and creation and 
evaluating of advertising. = 


This Ad Makes Salesense to Me 
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Why wuicea fill aallonof Foch, 
Sweet cream fo churn each pound — 
+ Lang een eiier: 


By James D. Woolf 
Advertising Consultant 

I have long been an admirer of the ad- 
vertising of Land O’ Lakes butter. I am 
sorry that the typical ad reproduced here 
cannot be shown in color because it must 
be seen in its original colors to be appre- 
ciated fully. I like this 
ad for several reasons, 
as follows: 

1. It dramatizes 
beautifully a specific 
product benefit; name- 
ly, that it takes a full 
half-gallon of fresh, 
sweet cream to churn 
each pound of Land O’ 
Lakes butter. Both in 
what it denotes and 
connotes this statement is very appealing. 

2. Nowhere in the ad is there the faint- 
est tinge of bombast, exaggeration, or 
mendacity. The reader is not told noisily 
that he will be amazed at the superexcel- 
lence of Land O’Lakes butter, or that it is 
“The Finest Butter Served ... Anywhere!” 


James D. Woolf 


e 3. The ad is completely credible. No- 
where in the copy do I find an assertion 
that is liable to put the slightest strain on 
the credulity of the reader. Nowhere in 
more than three hundred words of text do 
I find a single superlative, a single brag- 
and-boast claim concerning the matchless 
superiority of the product. The adjectives 
and adverbs used are few and modest. 

4. The copy is expertly written. The 
words used are short and simple, the sen- 


tence structure uncomplicated. As an ex- 
ample of effective communication, easily 
understandable to a child, I recommend 
this copy as a model for copywriters. 

5. The artwork is excellent. The illus- 
tration, completely relevant and right on 
the target, is selective and makes no at- 
tempt to capture the indiscriminate at- 
tention of the reader with off-beat, left- 
field devices. 

6. On the count of technical execution, 
the ad is near perfect. Both the art di- 
rector who planned and supervised the ad 
and the Chicago Tribune, which printed 
it, deserve congratulations. 


® 7. The ad is dignified, courteous and 
respectable. In it I see no monkeys, no 
lions, no elephants, no Fearless Fosdicks, 
no “cuteness,” no “cleverness,” no cheese- 
cake. As an image-builder, for both prod- 
uct and company, I think this ad is first 
rate. 

Perhaps this question arises: Is Land O’ 
Lakes the only brand of butter that uses 
a full half-gallon of cream to churn each 
pound? Probably not. But, in my opinion, 
Land O’ Lakes is within its moral and le- 
gal rights in centering all of its emphasis 
on this concept. 

The immortal Claude Hopkins made 
advertising history for Schlitz beer by 
dramatizing a story of purity common to 
all good brewers. He went through the 
Schlitz brewery and was amazed by what 
he saw. “Why don’t you tell all these 
things?” he asked Schlitz management. 
“Why,” they replied, “the processes we 


use are just the same as others. No one can 
make good beer without them.” But Hop- 
kins’ ideas won out, and the Schlitz cam- 
paign that followed was considered one of 
his greatest accomplishments. “Again and 
again,” he relates in his biography, “I 
have told the simple facts, common to all 
makers in the line.” 

The simple fact about Land O’ Lakes 
butter is that a full half-gallon of fresh, 
sweet cream is used to churn each pound. 


Advertising Age, November 25, 1957 


The simple telling of this simple fact has 
resulted in a great campaign. 


s I'll bet a copy of Thomas Paine’s “Com- 
mon Sense” that the producers of this ad- 
vertisement did not have butter consum- 
ers depth-probed by the professors of mo- 
tivation. Paine’s volume, of course, had 
nothing to do with advertising, but I like 
the title. Common sense is something that 
the ad business can use a lot more of. # 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, Ill, for “Salesense in Advertising,” available on five days’ approval. 


What They Were Saying 25 Years Ago... 


C. L. Menser, production manager, Na- 
tional Broadcasting Co., addressing the 
Chicago Advertising Council (AA, Dec. 3, 
1932): 


“The limitation of trying to appeal to 
all types in an audience of a million is 
one from which I believe the radio pro- 
gram of the future will free itself. Sooner 
or later we shall realize that there is not 


merely a radio audience, but that there 
are many audiences, to each of whom we 
might well direct our program. 

“When that time comes .. . we shall 
perhaps have smaller audiences, but we 
shall also have fewer people who insist 
that radio programs are terrible because 
in order to get a little of what they want, 
they have to sit through so much of what 
they do not want.” 


T PERMITTED 
ZOO AREA 


Here (A) is a photo of a sign in Lin- 
coln Park, Chicago. It has been there 
for years. It says, “Dogs bicycle rid- 
ing or roller skating not permitted in 
zoo area.”’ To me, this is an amusing 
combination of words because it cre- 
ates in my mind a mental image (B) 
entirely apart from the writer’s in- 
tent. 


Recently, a copywriter so aptly de- 
scribed the problem of visual idea 
communication, that I thought it de- 
served repetition here. 


He said: “Copywriters do have men- 
tal pictures of what they want their 
ad messages to look like, but they 
usually have to translate this concept 
into words for art instructions. There 
is bound to be a loss here. And, when 
the artist again translates from words 
back into concrete images, based on 
what these words mean to him, the 
loss may be considerably more.” 


So, this is the problem. Copywriters 
who consistently think in visual 
terms, whose visual ideas are reason- 
able and translatable, are the delight 
of their co-worker artists. 


The minimal aim of this column has 
been to focus attention on the hazards 
involved in transmitting the some- 
times fragile idea from brain to 
brain. 


How to be the art department's delight 


Do your words fit your picture concept? Do they fit a gen- 
eral picture concept? What other images do they evoke? 


Next Lesson: “How to Draw Basic Expressions” 
Coming: “When the Client Is a Dog” 
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The Saturday Evening 


= PO 


mean far more than copies, far more 
than just readers. They represent post- 
INFLUENTIALS — the 8 out of every 10 
Post readers who recommend or talk 
about things they read in the Post! 


| Spectacular is not a word we bandy about. 
But how else would you describe the rapid, 
in The Saturday Evening 
Post circulation this year? (See chart.) 
With the October 5 issue, the Post raised 
its circulation rate base to 5,200,000. And 
even before the new rate base, the Sep- 
tember issues averaged over 5,450,000! ence working sideways — neighbor to 
Currently the Post isdeliveringanaverage neighbor, worker to worker, friend to 
Chonus of over a quarter of a million copies.) friend. And the Post reaches the Influen- 
ular growth has been achieved tials at every income level. 
ased reader interest, and reader 


As a result, this circulation gain is a 
decisive increase in mass influence. Influ- 


It all adds up to the biggest plus in 
advertising today. Are you making the 
ost of it? 


INFLUENTIALS 


i CIRCULATION LEAPS/AND 


5,400,000 


5,300,000 + 


5,200,000 - 


5,100,000 - 


5,000,000 - 


(THIS YEAR!) 


THIS...1S POST PERFORMANCE! 


BOUNDS TO MORE THANG,450, nC 
a 


ALL FIGURES PUBLISHERS ESTIMATE 
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Atherton, Mogge-Privett Merge Norton W. Mogge, president of 
Alfred A. Atherton, owner of | Mogge-Privett, both of Los An- 
Atherton Advertising Agency, and |8@les, have announced the merger 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


of their agencies effective Dec. 1. 
Atherton-Mogge-Privett, the new 
agency, will have these officers: 
Norton W. Mogge, president; Al- 
fred A. Atherton, exec vp; John A. 
Privett, vp and secretary-treas- 
urer; James Lothian, vp, and Mil- 
ton Zolotow, vp. Headquarters of 
the new agency will be at 8467 
Beverly Blvd., the present address 
of Atherton Advertising Agency. 


features in the big 
December issue 


Next Month in ar | 


Watch for these informative 


2 Mea! oe ae 
See |e Sy, - ™ 
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of Advertising Requirements 
Should You Run Your Own Lettershop? 


Here are a few factors to take into consideration 
before you make the final decision on setting up 
lettershop operations within your own organization. 
Based on a speech by Francis S. Andrews before 
the 1957 DMAA convention in Washington. 


Louis. 


Making Line Art from Photographs 
In this ingenious combination of photography and 
artwork, many advertisers have found quality and 
economy combined. This article tells how it is done 
and the effects that can be obtained with it, based 
on the experience of Warwick Typographers, St. 


The Best in Animated Moiion Pictures 
A selection of the prize winners in the competition 
sponsored by the Screen Cartoonists Guild. Held for 
the fifth time this year, 25 producers have entered 
sequences taken from both tv commercials and spon- 
sored business films. Six foreign studios were also 
represented. 


ing,” 


| Designing for Outdoor Posters 

: In this article, adapted from the book "Art Direct- 
an expert gives some of the elements that 
must be considered if you want an outdoor poster 
with impact. He takes up the elements one at a 
time, and ends with eight key check-points. 


| A Report on a Report 

: The president and the chairman of the board of 
Ruder & Finn, public relations counsel, give the 
thinking behind one of the few detailed annual re- 
ports to issue from a p.r. firm, and one of the most 
handsome to be released by anybody. 


' Building 


| Time and Money Saving Twists in a New 


When the Rumrill Co., Rochester, N.Y. advertising 
agency, planned a new building, it made sure that 
the architects included features that promoted effi- 
ciency. Here is an exclusive tour through the build- 
ing, with an eye peeled for useful ideas. 


Plus .. . One for the Road .. . an institutional campaign that is now 
traditional with Martison’s Coffee in the New York area... A Short 
Course in Production .. . one ad agency sees that its staff members 
know enough about production to avoid costly errors . .. Making a 
Film for Internal Use . . . Standard Oil’s safety division made its own 
sound color film and is rarin’ to go on its next ... When Santa Comes 
by Train . .. a Fort Wayne department store has developed an un- 
usual Christmas promotion that covers the community .. . 

Plus ... all the regular monthly departments that make AR almost 
indispensable to any adman concerned with advertising production, 
promotion or merchandising. 


Mail Today For Trial Order 


| Advertising Requirements 

200 E. Illinois St., Chicago 11, IIl. 

Please enter my year’s trial (12 issues) for only $3, starting with 
the December issue. I must be satisfied or my money back. 


My Nome Title 
Firm dio 

Nature of firm's b 
(C) Home or 

C) Firm Address__ . ‘e enna ecictatatapactlie 


City wie) aS | — hoe 
() $3 enclosed (C) Bill firm 


| 
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Mattel Credits TV, 52-Week Ad Push 
for Success in Volatile Toy Market 


‘Mickey Mouse Club’ 
Gets Biggest Share of 
Advertiser's Budget 


Los ANGELES, Nov. 19—This 
Christmas season, one of the more 
prominent names in toys will be 
that of Mattel Inc. By year’s end, 
Mattel will have made and sold 
several million cap toy guns and 
as many musical toys of various 
kinds. 

Just ten years ago annual sales 
of the company were literally zero. 
Last year, sales were in excess of 
$8,000,000. Figures for 1957 are not 
yet in, but they’re definitely up, 
and indications are they show 
Mattel as one of the top ten toy 
manufacturers in the nation. 

Advertising is given a major 


share of the credit for this 
achievement. According to Elliott 
Handler, president, and Ruth 


Handler, his wife and exec vp, 
the reason for their growth is 
found in the advertising, promo- 
tion and merchandising of toys 
every week of the year—not just 
during the Christmas season. Mat- 
tel says it is the only toy manu- 
facturer which advertises 
weeks a year. 


® This basic policy of year ‘round 
advertising springs from what 
originally was an exceedingly bold 
step. It occurred in the fall of 1955, 
when the first of the company’s 
now industry-leading burp cap 
guns, priced at $4.95, was intro- 
duced. Acceptance by the trade 
was very good. Still, early reports 
indicated the gun was not moving. 

Convinced the burp was a win- 
ner, Mattel jumped its advertising 
budget from $150,000 to $650,000 
and signed on ABC-TV’s “Mickey 
Mouse Club” for 52 weeks of par- 
ticipation. The sponsorship began 
in October, 1955. After just six 
commercials on the program, the 
guns were completely sold out. 
Final 1955 sales of the gun ex- 
ceeded 1,000,000. 

Since that time, Mattel has been 
on “Mickey Mouse” every week 
and plans to continue on that 
schedule. In effect, this advertising 
is the keystone to its marketing 
program. 

When Mattel went on tv, its 
$150,000 ad budget was spent 
mainly on cooperative newspa- 
per advertising with department 
stores, in consumer toy catalogs 
and for holiday demonstrations in 
stores. 


® The current $750,000 budget 
goes mainly into “Mickey Mouse.” 
Some space is taken in a limited 
number of catalogs. Trade adver- 
tising and point of purchase ac- 
count for the remainder. 

Sales figures indicate the bold 
plunge into tv has been produc- 
tive. In 1954, sales were approxi- 
mately $4,000,000. Two years later, 
in 1956, they had doubled, reach- 
ing $8,000,000. Sales in 1957 are 
up again. 

The Mattel continuing program 
contrasts with most toy advertis- 
ing which is concentrated in the 
last three months of the year. This 
is industry tradition, because 60% 
to 70% of all toy sales are made 
in the last 120 days of the year. 

Apart from the cumulative ef- 
fect of consistent advertising dur- 
ing the Christmas season, it can 
help boost sales during off pe- 
riods, says Cliff Jacobs, Mattel’s 
director of marketing. 

For example, he says, many toy 
companies shut down in the period 
right after Christmas. Mattel 


| keeps on going. The year-round 
jadvertising has 


doubled first 
quarter sales, but they still ac- 


count for only 10 to 12% of total | 


52 


volume. “We’re making progress 
but we are bucking the traditional 
buying pattern,” Mr. Jacobs com- 
ments. 


s Mattel merchandises its adver- 
tising to the hilt. In the toy busi- 
ness, the big event of the year is 
Toy Fair in New York in March. 
Like everyone else in the busi- 
ness, Mattel shows its line at the 
show. 

In addition, all of its upcoming 
commercials are spliced into one 
film, then put on a continuous 
projector and shown to all visitors 
at their exhibit. Another special 
presentation, intended for showing 
to jobbers throughout the year, is 
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REALISTIC—This point of purchase 
piece displays two of Mattel Inc.’s 
burp guns. 


a special 14-minute color film, 
with Jimmy Dodd, of “Mickey 
Mouse Club,” as narrator. This 
film provides complete sales in- 
formation about the new Mattel 
line. Commercials are also includ- 
ed in this film. At the time the 
film is shown, the toys pictured 
are demonstrated. 

When wholesalers and jobbers 
see the commercials, they are 
given a copy of Mattel’s tv com- 
mercial schedule which tells them 
the exact date when each toy will 
be advertised. Accompanying the 
schedule is a list of all the stations 
carrying “Mickey Mouse Club.” 
This schedule is used to plan local 
campaigns of dealers, jobbers and 
wholesalers. The suggestion is 
made that where available, adja- 
cencies to the program are effec- 
tive for local commercials. 


The current Mattel catalog in- 
cludes (1) three different versions 
of their mest recent success, the 
Fanner-50 smoking cap pistol; (2) 
five types of burp cap guns; (3) 
five “Mickey Mouse Club” toys, 
such as newsreels, music toys and 
cartooning toy; and (4) eight as- 
sorted musical toys, ranging from 
a music maker book, to guitars, to 
a jack-in-the-music-box. Price 
range is from $1 for the music 
books to $10 for a double holster 
belt and set of Fanner-50’s. 

Each year the complete line is 
covered in a four-color four-page 
catalog for various forms of dis- 
tribution. They are given to sales- 
men to mail to the trade, and pro- 
vided to wholesalers for use in 
their catalogs. This year some 
300,000 catalogs were distributed 
in. this manner. 

Another promotion is a 20-page 
comic-style publication, “Great 
Guns! The Story of the Authen- 
tic Fanning Gun of the Old West.” 
This points up the feature of the 
Mattel gun, which became a hot 
new item when the company took 
the conventional cap gun and add- 
ed the “fanning” feature, which 
allows the gun to be fired fast 
when the hammer is slapped re- 
peatedly. This booklet is placed in 
the package for the gun and dis- 
tributed through the trade. 


® The cap pistols and new burp 
guns have been added. These are 
currently fast-selling items, and 
although Mattel will not be spe- 
cific, it can be said they are sell- 
ing in the millions this year. 

At the same time, the success 
of these guns has rubbed off on 
other items. Most toys have a 
two-year period of great popular- 
ity, then drop to a lower level of 
sales. Then they may become 
bread-and-butter numbers in the 
line. The Mattel jack-in-the-mu- 
sic-box is an example of this kind 
of number. But, since the use of 
tv, its sales have taken a jump of 
127%. 

New ideas for standard items 
must be created if an entrepre- 
neur is to stay successful in the 


mos 
‘ > PROVE AD CLAIMS 
+ Zs Plan new campaigns...based on 
"onus we 


expertly designed studies, authen- 

licated by independent research institute. 

Clinical trials .. . toxicity studies ... sensitization 

tests... Biological screening . .. product improve- 

ment. No obligation for estimate. Call or write 
Arthur D. Herrick, Director. 


NEW DRUG INSTITUTE 
130 East 59 St., New York 22 © Mu 8-0640 


thousand 


One of the Big Three auto manufacturers buys a thousand 
viewers for just 33c on KCRG-TV. (Sure we'll tell you who.) 


KCRG-TV 


Channel 9 — Cedar Rapids —Waterloo, lowa— ABC-TV for Eastern iowa 
The Cedar Rapids Gazette Station 
REPRESENTED NATIONALLY BY WEED TELEVISION. 


*Based on November ARB Telephone Coincidental Survey. 
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AUTHENTIC—A 20-page comic-style booklet tells youngsters how 
gunmen of the Old West used the “fanning” gun. Mattel Inc. in- 
cludes the booklet (cover shown here) in its gun packages. 


competitive toy business. For this 
reason, Mattel emphasizes a fresh 
new approach to novelty items and 
looks for trends, says Mr. Jacobs. 

To support its advertising and 
promotion, the company takes an 
aggressive attitude toward public 
relations and encourages this at- 
titude in its sales organization. 
Public relations are handled by 
Mattel’s advertising agency, Car- 
son/Roberts Inc. 


s A good example of seizing an 
opportunity was demonstrated 
when the 15th anniversary of the 
Makin Island assault in 1942 was 
marked in Chicago this past Au- 
gust. When U.S. Marine veterans 
of the submarine U.S.S. Silver- 
sides landed on Chicago beaches 
in a re-enactment, instead of 
tommy guns, they were armed 
with Mattel’s Tommy-Burp cap 
guns. 

The idea was that of Paul Burg 
and Joel Aleksander, midwest 
representatives of the company, 
who sold the idea on the basis it 
would insure safety of the thou- 
sands who witnessed the event. 

Similarly, when Santa Fe held 
its annual Rodeo de Santa Fe in 
July, one publicized feature was 
a competition in fast draw and 
fanning between local youngsters 
and Lars and Eric Henderson, the 
two boys who appear in Mattel 
commercials. 

Both events received much pub- 
licity both locally and nationally 
in newspapers and on tv via the 
wire services. 


s For the future, Mattel plans are 
flexible, as they must be in the 
volatile toy business. The com- 
pany knows it’s got to keep com- 
ing up with its share of lively new 
items and is working several years 
ahead with new ideas. 

In the meantime, the company 
intends to keep on advertising ev- 
ery week of the year to children— 
not just at Christmas to adults. + 


Brief Strike Halts 


K&E Names Martello, Daniel 
Kenyon & Eckhardt, Chicago, has 
promoted Frank Martello from a 
tv producer to supervisor of the 
commercial department. The agen- 
cy also has named William Daniel, 


formerly with Gerald T. LeFever & 


Associates, Little Rock agency, to 


Sherrill to ‘Herald Tribune’ 

Arthur Sherrill, formerly vp and 
advertising director of American 
Home, has joined the New York 
Herald Tribune as national adver- 
tising director. Mr. Sherrill suc- 
ceeds James W. Sykes, who re- 
signed early this year. Mr. Sykes 
is now with This Week Magazine. 
Mr. Sherrill at one time was with 
Woman’s Day, Young & Rubicam 
and Conde Nast Publications. 


Four A’s Elects Two 

Leber & Katz, New York, and 
Jepson-Murray Advertising, Lan- 
sing, Mich., have been elected to 
membership in the American Assn. 
of Advertising Agencies. 


KFMB to Teawell & Shoemaker 

Teawell & Shoemaker, San Di- 
ego, has been appointed to han- 
dle advertising for KFMB and 
KFMB-TV, San Diego, effective 


You, too, ca 


+ 


get ebrectwe merchandis 


help in Muncie, 


Mr. Jack Schoeff, sales representative for 
the Colgate Palmolive Company says, “I 
can heartily recommend the Muncie Star 


and Muncie Evening Press for their excel- 
lent merchandising support. It’s always a 
great help for a salesman to know he can 
depend on such service.” Are you using 
these two great Indiana newspapers? 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


Atlanta Newspapers 

Union pressmen’s refusal to cross 
a picket line set up by a mailers’ | 
strike (since settled) at the Atlan- | 
ta Journal & Constitution halted | 
publication of the newspapers on | 
Nov. 11. However, orders from un- | 
ion headquarters brought press- | 
men back on the job to get out an. 
eight-page, no advertising Tuesday | 
morning edition and full Tuesday | 
evening and subsequent editions. 


Philip Morris Sets Drive | 

Philip Morris Inc., New York, | 
will launch a national outdoor | 
poster campaign for Philip Morris | 
cigarets starting early next spring 
and continuing through 1958, Out- | 
door Advertising Inc. reports. N. 
W. Ayer & Son, Philadelphia, is 
the agency. Philip Morris last 
used the medium in 1955-56. The 
company’s heavy current poster 
and painted display campaign for 
Marlboro cigarets, which is han- 
died by Leo Burnett Co., Chicago, 
will be expanded in 1958. 


Metcalfe Named Exec VP 
Watson B. Metcalfe has been 
named exec vp and assistant cre- 
ative director of Kircher, Helton 
& Collett, Dayton, O. He joined 


the agency in 1943 and was 
named a vp in 1950. 


its copy staff. Dec. 1. 


All news is good news on WJR_ 


Everybody listens to the news—and everybody 
wants the facts—the quicker the better. Deliver- 
ing same is a full time job requiring trained 
personnel and extensive facilities. WJR has both. 


At WJR newsmen have one responsibility—the 
news. They are not hindered with other duties, 
like spinning records, or the delivery of com- 
mercials. They’re specialists in news and devote 
all of their time to it. 


As for the news itself—WJR newsmen coordinate 
one of the country’s most complete news com- 
munication facilities: all three national wire serv- 
ices—AP, UP, INS—and direct lines to the U.S. 
Weather Bureau and Detroit Police Department. 
The police line and one other newsroom line 
have phone recorder attachments. This is inside 
the WJR studios. Outside, WJR has a completely 


The Great Voice of the Great Lakes 


R 2: 


CBS Radio Network 
35 years of service 


WJ 


50,000 Watts 


equipped mobile studio and relay transmitter, 
plus a short wave radio equipped news car. In 
addition to all this, WJR has a nationwide staff 
of reporters available for firsthand accounts of 
news events. Little wonder that WJR has the 
most complete and accurate news broadcasts in 
the Great Lakes area. 


Does all this pay off in listener loyalty? Very 
definitely! A survey by Alfred Politz, Inc. proved 
that more people listen to WJR newcasts than all 
the rest of the Detroit stations combined! Their 
reason? Accurate and complete reporting. This is 
just one example of how WJR has won and main- 
tains listener loyalty. Contact your nearest Henry 
I. Christal representative—he has many facts 
that prove how much more WJR can do for you 
and your product in the rich Detroit-Great 
Lakes market. 


Send good news to someone 
in the form of a CARE package 
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“Repeat after me! Ist das nicht ein 
super mag? Yah, das ist der .. .” 


ma 


WORLD'S LARGEST SELLING GOLF MAGAZINE 


611 Davis St. 


‘ABL) WRITE FOR MARKET DATA 


Maxwell Ads Solicit 
Clients by Debunking 
Solicitation Cliches 


PHILADELPHIA, Nov. 19—How a 
client should pick an agency has 
often been debated by experts. Yet, 
no two authorities seem to agree. 

Well, Maxwell Associates, which 
was formed less than a year ago 
out of the remains of the old Phil- 
adelphia office of the Hutchins 
Co. and which now has 23 persons 
on its payroll, has a few ideas of 
its own. 

In fact, not only is the Maxwell 
agency willing to offer its idea for 
all to see (including prospective 
clients), but is accompanying it 
with comic illustrations in a cam- 
paign of two-color ads in the 
Greater Philadelphia Magazine, re- 
gional monthly business publica- 
tion. 

The first ad in the series shows 
a blindfolded advertiser picking 
an agency name out of a hat. Here 
is the tongue-in-cheek recommen- 


Evanston, tl. 


Poultry housing is the second largest seg- 
ment of the farm building market, accounting 
for 10.8% of all new farm construction in 
1955, according to the U. S. Census of Agri- 
culture. Only a miscellaneous grouping of 
“other barns" exceeds poultry housing in 
total expenditure. 

Poultry Tribune is the leading specialized 
magazine serving this active market for con- 
Struction materials, insulation, ventilating 
eauvipment, cooling devices and related 
products, 

Poultry Tribune has served such concerns 
as Warp Brothers, Celotex Corporation, Homo- 
sote Co., Masonite Corp., U. S. Steel, and 
the Zonolite Company for over fifteen years. 

Rileo Laminated Products, Aluminum 
Company of America, Reynolds Metal Com- 
pany, Kaiser Aluminum and Chemical Ceo., 
National Gypsum Co., and Quaker State Steel 
are other concerns reaching this specialized 
market through Poultry Tribune. 

These advertising schedules are testimony 
to the confidence these concerns have in the 
farm building market and in Poultry Tribune, 
the leading magazine for poultry forming. 


FARMING IS A BUSINESS 

A concise, factual summary of farm 
market statistics . . . a valuable addition 
to your media files . . . an analysis of cost 


New York = 


Mount Morris, Ill Palo Alto, Colif 


eS 


BR Mt] (oO One ove fot: Grey flanngto Bw marunis 


aay Micke... nedr-scratch golfer 


Advertising Age, November 25, 1957 


How to pick an agency 
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(ADVERTISING AND PROMOTION 


PHILADELPHIA 


EENIE, MEENIE—At Maxwell Associates, 8-to-1 means p.m. hours, not 
martinis, this ad assures prospects. 


dation by Maxwell Associates: 


s “First: Let the word get around 
that your account is about to move. 
Second: Spend three weeks ex- 
plaining your problem to everyone 
who wants to pitch for your ac- 
count. Third: Spend another three 
weeks listening to presentations 
about your business from people 
who think they’ve learned as much 


about it in 30 days as you've 
learned in 30 years. 

“Or—call Maxwell Associ- 
EE eiiat 


The second in the “How to pick 
an agency” ad series shows the 
same blindfolded advertiser being 
tempted by theater tickets, drinks 
and an afternoon at golf. 

Here is the second series of rec- 
ommendations by Maxwell: “Be 
sure to cock one eye for: Grey 
flannel—8-to-1 martinis—gratis 
‘My Fair Lady’  tickets—near- 
scratch golfers—and of course, im- 
partial research—which too often 
only proves what you wanted to 
believe in the first place. Or, cock 
the other eye at us. Here, if you 
find little grey flannel, you'll find 
much grey matter. Here, 8-to-1 


;means extra p.m. hours on your 
|behalf. Here, if there’s a golfer 
among us, to him ‘scratch’ can only 
mean ‘scratch gravel’.” 


s The agency is using similar copy 
on WFLN, local fm station, and, 
John Maxwell, president, said, 
plans to continue the campaign for 
at least six months. # 


General Mills Promotes 
Two Cook Books 

General Mills is promoting two 
holiday cook books to consumers 
of Gold Medal flour. The books— 
the “Betty Crocker Cookie Carni- 
val Book” and “BC Self-Rising 
Book”’—will be available free with 
a certificate from a 10 Ib. sack, 
for 25¢ with a certificate from 2 
and 5 lb. sacks and packed inside 
25 lb. and larger sacks. 

Television will be used in the 
promotions plus color ads in Dec- 
ember issues of American Home, 
Ebony, Everywoman’s Magazine, 
Family Circle, Ladies’ Home Jour- 
nal, Look, The Saturday Evening 
Post, Sunset Magazine and Wom- 
an’s Day. Dancer-Fitzgerald-Sam- 
ple is the agency. 


Proprietary Assn. 
Urges Members to 
Appraise Ads, Labels 


Wasuincton, Nov. 19—The Pro- 
prietary Assn., which includes 
many of the most important man- 
ufacturers of widely advertised 
pharmaceuticals among its mem- 
bers, has urged drug marketers 
to make a careful reappraisal of 
their advertising and labeling, to 
steer clear of a stepped up Federal 
Trade Commission-Food & Drug 
Administration drive against con- 
troversial drug claims (AA, Nov. 
4). 

In a bulletin to its members the 
association noted that FTC and 
FDA are particularly concerned 
about manufacturers of gargles 
and mouthwashes, nose and throat 
sprays and other products who im- 
ply their product will prevent 
Asian flu. 

The association pointed out that 
thousands of ads and labels used 
by its members had been reviewed 
by its staff in recent years. A sur- 
vey of FTC cases since Jan. 1, 
1957, showed the commission is- 
sued complaints against manufac- 
turers of 55 proprietary medicines, 
the circular said, only six of which 
were members of the association. 

In the same period the FDA 
brought actions against 283 pro- 
prietary medicines, excluding vet- 
erinary products, but only four 
were products of Proprietary Assn. 
members. + 


Book Tells How Social 
Science Can Be Used in PR 

“Social Science In Public Rela- 
tions,” by Rex F. Harlow, editor 
and publisher of “The Social Sci- 
ence Reporter” and co-author of 
“Practical Public Relations,” has 
been published by Harper & Bros., 
New York. 

The book surveys the literature 
of the social sciences, selecting 
what has both theoretical and 
practical significance for public 
relations, and shows how research 
findings can be applied to the so- 
lution of public relations problems. 
Price is $3.50. 


Stillman to Dorothy Gray 
Donald H. Stillman, formerly 
with the merchandise and sales 
staffs of Tussy Cosmetiques, has 
been appointed sales manager of 
Dorothy Gray Ltd., New York. 


THE INQUIRING ADVERTISER: 


“What! I'm Overlooking 
the Biggest Market 
of Its Kind 7” iW 


Answered by Harold Walker 


rated time period. It has consistently maintained top 


bracket ranking in Memphis ever since. 
Mr. Ferguson: Low Negro newspa 
readership and low > televi 
ownership — egroes mean that 
ou don’t reach the Memphis Negro ef- 
ectively with these media. 
Mr. Walker: With the only 50,000 watt 
transmitter in the area, WDIA combines 
power and coverage with powerful per- 
sonal appeal and hard-hitting salesman- 
ship—to act as a high-powered selling 
force to the largest Negro market in 
America! 


and Bert Ferguson, of 
Radio Station WDIA, Memphis 


QUESTION: I’ve been told that I’m overlooking the 
biggest market of its kind in the entire country! 
How can I sell this market . . . as a unit... with 
just one medium? 


LA Mr. Walker: The 1,237,686 Negroes within 
2 IA’s coverage make up the largest 
market of its kind in the entire country 
.. + nearly one-tenth of all the Negroes 
in the United States! 


Mr. Ferguson:And one medium, WDIA— 
by programming exclusively to these N influ- 
ences this high volume, sales responsive market to stop, 
listen, and buy .. . as a unit! 


Mr. Walker: WDIA sells this Negro market because it is 
the one medium in the area uniquely tailored for them. 
WDIA’'s all-Negro staff—disc jockeys, announcers, musi- 
cians, and MC’s—entertains for the Negro alone and 
doubles as a high-powered sales force. The Memphis 
Negro responds with unswerving loyalty, backed by a 
vigorous purchasing power! 


Mr. Ferguson: With an earni power 

of $616,294,100 last year, Memphis Ne- 

groes spent, on the average, 80% of 
is income on consumer goods! 


: You can’t sell this market effectively with 


radio station, because the Memphis 
and foremost to WDIA! Within one 


after its change to exclusive Negro i 1A 
jumped to first position in cl aullens every 


Mr. Ferguson: WDIA and WDIA alone dominates com- 
mercial i saa = potential — en = 
their annua . u power! W 
WDIA alone can—and does—deliver this portion of the 
Memphis trading area to you as a unit. 
Mr. Walker: The Negro has become a vital factor in the 
industrial and commercial development of Memphis. His 
buying power manifests itself in his buying habits—his 
steadily increasing consumption of consumer goods. 
Mr. Ferguson: According to a 129-city survey by one of 
the country’s largest corporations, Memphis ranks first 
in ratio of total Negro to total white income! In Mem- 
phis, there is $28.79 of Negro income for every $100 of 
white income. Compare this with $6.59 for every $100 in 
New York . . . $7.89 for every $100 in Chicago! 
Mr. Walker: WDIA consistently carries a larger number 
of nationel advertisers than any other radio station in 
Memphis. Take it from 52-week-a-year advertisers like 
Chesterfields, Carnation Milk, Kroger Stores, and Tay- 
stee Bread .. . the Negro is listening! 
Mr. Ferguson: And the Negro is buy? pos 
orerghaing scale. He’s ‘wy | 41.3% m all the bread 
sold in Memphis . . . 52.5% of the shortening . . . 0.1% 
of the hand lotion and cream! 
Mr. Walker: A share of this $616,294,- 
100 market can be yours! Drop us a 

. . tell us t product you 


WDIA is represented nationally by John E. Pearson 
Company 
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“I get 
something good 
out of Ad Age 
| every week” 


‘ says ROBERT F. G. COPELAND 
‘ Assistant General Sales Manager 
. Edsel Division, Ford Motor Company 


iy 
* 


ROBERT F. G. COPELAND 


Mr. Copeland joined the Ford Motor Company in 1948, following more than 30 years of 
editorial and advertising experience. He entered the newspaper field at fourteen as office boy 
for the Indiana Daily Times, and later worked in the editorial departments of a dozen papers 
in a variety of cities. His first association with the automobile industry came in 1927, when 
he was named automobile editor of the Chicago Herald-Examiner. In 1935, Mr. Copeland went 
into the agency business with Arthur Kudner. After ten years as manager of the Kudner office 
in Detroit, he accepted a similar assignment with Batten, Barton, Durstine & Osborn. 


Since becoming part of the Ford organization, Mr. Copeland has held several key 
advertising and sales promotion positions. In his present post, he is responsible for all 
advertising, sales promotion and training activities of the Edsel Division. A former director 
of the Advertising Federation of America and a past president of the Adcraft Club of Detroit, 
Mr. Copeland also is a golf enthusiast. Sports journals please copy, he has made a hole-in-one. 


impoitouit th impoitout people 


200 EAST ILLINOIS STREET © CHICAGO 11 
480 LEXINGTON AVENUE + NEW YORK 17, NEW YORK 


1 Year (52 issues) $3 
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An Ad Agency that Loves DIRECT MAIL 


Many agencies don't want to ‘‘monkey’’ 
with MAILVERTISING. (Some don’t 
have the knowhow). Direct Mail is no 
stepchild here! We co-ordinate 


advertising with it. Phone HA 17-9187. 


pe Fr a / Tow Bott "¢ 2’ 


Leo P. Bott, jr., 64 E. Jackson, Chicago 


Burlington Fabrics Names Allen 
Evelyn Allen, formerly fabrics 
editor of Simplicity Pattern Co., 
has jvined Burlington Retail Fab- 
rics Co., New York, as advertising 
and sales promotion manager. 


KTVU Names Representative 

KTVU, San Francisco-Oakland, 
ihas appointed H-R Television its 
|national representative. 


@ MATCHED REPRODUCTION 
of your national advertising copy 
for letterpress or gravure 
through one simplified 
service operation 


letterpress @ gravure 


from: 


COLLINS, MILLER & 
HUTCHINGS, INC. 


Expenditures 
AGRICULTURE 
Feeds, Meals 
Miscellaneous  ..............0008 79,000 
ALE, BEER & WINE |... 10,211,000 


Beer & Ale 


MENT 


Tires & Tubes 


BI licsgescnccceeseesientos 422,000 
BUILDING MATERIAL, EQUIPMENT, 
FIXTURES, PAINTS ............ 620,000 
Fixtures, Plumbing, Supplies 78,000 
BITTEN cilbdadeeentscitionseessccccnes 173,000 
Paints 246,000 
RI CID eetlorescescesessisescrnee 30,000 
Miscellaneous 2.0.0.0... 93,000 
CLOTHING, FURNISHINGS, AC- 
IE batcccsesecveessnvnves 2,034,000 
Clothing .... 
Footwear .... 
Hosiery  ........... 
Miscellanous 
CONFECTIONS & SOFT 
SET aicerssitaersisoensicaneiiines 5,496,000 
ComPections o.ccceccesceceseeeeereeee 1,610,000 
Re ne ae 3,886,000 
CONSUMER SERVICES ............ 2,902,000 


Dry Cleaning & Laundries .... 15,000 


\ 
Illinois’ 
2nd Big Market | 
2 a Ss 
PIMITEOU! me 
LUM m | 
* Old indian word for Peoriorea ‘ 
ing tend of plenty” 
CON. SP. 

METRO. AREAS POP. INCOME RETAIL SALES 
Peoria Journal Stor 1. Chicago 
© saturates metro. area with 99.7% daily ratio-to-homes Peorie 287 600 ar A 548 784 | es 390 937 i 
© delivers daily circulation of 100,000-plus 3. Davenport- ee 
© influences 13-county billion dollar market Rock Island- 273,100 516,413 318,232 

ine 
4. Rockford 180,200 387,477 250,292 
} $.R.0.S. Est. 1/1757 
a , , 
affiliated with WTVH 

Pe oO r 1 a J O u r S t a r Ward-Griffith Co., National Reps. 


Advertising Age, November 25, 1957 


Spot TV Advertisers by Product Classification 


Third Quarter, 1957 
(Compiled by N. C. Rorabaugh for Television Bureau of Advertising) 
Estimated Gross Time 


Estimated Gross Time 


Expenditures 
GE» Neciriictdiccirissqnecseonabtialeaien 560,000 
SNEED, bcliint chcintenneotnubinpleitans 457,000 
Medical & Dental 67,000 
Moving, Hauling, Storage .... 73,000 
Public Utilities ..............ccc0- 1,305,000 
Religious, Political, Unions... 224,000 
Schools & Colleges ................ 29,000 
Miscellaneous Services .......... 172,000 
COSMETICS & TOILETRIES ...... 13,367 000 
Cc RM: sadaieleain 1,809,000 
OE ee 1,685,000 
NEN iceinabiasentbscnsescosoe 201,000 
Hair Tonics & Shampoos ...... 2,766,000 
Hand & Face Creams, Lotions 68,000 
Home Permanents & Coloring 2,361,000 
Perfumes, Toilet Waters, etc. 141,000 
Razors, Blades 0.0.0... 183,000 
Shaving Creams, Lotions, ete. 696,000 
SORE BND | wherstiinrisrcsamnisin 3,054,000 
Miscellaneous ........cccccccecseseee 403,000 
DENTAL PRODUCTS. ........00000 1,813,000 
PIED Sntiilnbececctiitncrnicsovess 1,430,000 
Mouthwashes 00.0... 45,000 
Miscellaneous 0.0.0... 318,000 
DRUG PRODUCTS. ........ccccccccseee 5,943,000 
Cold Remedies ...............0000 284,000 
H. A. i Dp Al 1,055,000 
r dig ot roy di 1,830,000 
Laxatives 841,000 
Vitamins 197,000 
Weight Aids ............ccccccceeees 85,000 
Miscellaneous Drug Products 1,472,000 
Ry TRIO csecinieccecccnsicsorecese : 179,000 
FOOD & GROCERY 
PRODUTTS®  ..0..000ce0e000000 21,973,000 
GE TD cctcteccicintaineiscees 5,498,000 
RON a riiicesicecnreishaieibasiocesee 1,611,000 


Coffee, Tea & Food Drinks .. 4,860,000 
Condiments, Sauces, Ap- 


Dry Foods (Flour, Mixes, 


Bs § QR Catbaiedinheresanseerce 675,000 
Fruits & Vegetables, Juices 666,000 
Macaroni, Noodles, Chili, ete. 281,000 
Margarine, Shortening ........ 832,000 
Meat, Poultry & Fish 


Soups 
Miscellaneous Foods 
Miscellaneous Frozen Foods 
Food Stores 


GARDEN SUPPLIES & EQUIP- 
MENT 


65,000 


GASOLINE & LUBRICANTS ...... 5,070,000 
Gasoline & O8) o..........cce 4,861,000 
Oil Additives 155,000 


Miscellaneous 


HOTELS, RESORTS, RESTAU- 


RANTS 110,000 


HOUSEHOLD CLEANERS, CLEANSERS, 


POLISHES, WAXES .......... 1,099,000 
Ch s, Ch ——— 750,000 
IG he iicteaset 147,000 
Glass Cleaners 0.0.00... 25,000 


Home Dry Cleaners 
Floor & Furniture Polishes, 
Shoe Polish 


HOUSEHOLD EQUIPMENT—AP- 
FEAF crvtrvccsesovsconcsneseces 914,000 
HOUSEHOLD FURNISHINGS .. 714,000 


Bed, Mattresses, Springs ...... 
Furniture & Other Furnishings 


HOUSEHOLD LAUNDRY PROD- 
SD adtmbebascidismestevcanpisientets 
Bleaches, Starches ................ 


Packaged Soaps, Detergents 4,242,000 


I aii crtnstitensithignncns 205,000 
HOUSEHOLD PAPER PRODUCTS 697,000 
Cleansing Tissues .................. 222,000 
SE ID. 01st arninsdilibiateoae 194,000 
Napkins 48,000 
WEED, CHM. coin clbenedectbliditenteenes 40,000 
Miscellam@ous ..........cccccceeeseese 283,000 
HOUSEHOLD GENERAL ............ 559,000 


Estimated Gross Time 


Expenditures 
Brooms, Brushes, Mops, etc. .. 22,000 
China, Glassware, Crockery, 

CamReROs . wicirscrerarercessse 5,000 
Disinfectants, Deodorizers .... 180,000 
Fuels, (heating, etc.) 55,000 
Insecticides, Rodenticides .... 164,000 
Kitchen Utensils... 5,000 
BAL ul 128,000 

DROTIOING crccoosesssrorececserssccescorvees 73,000 
PUT PREDICTS nnciceencecccsccssssscee 918,000 
PUBLICATIONS oonccccccessssevsereeeee 254,000 
SPORTING GOODS, BICYCLES, 

TOYS 110,000 
Bicylces & Supplies .............-. 13,000 
General Sporting Goods ...... 32,000 
Toys & Games ....ccccccererereeee 56,000 
Miscellaneous  ........scceee cree 9,000 

STATIONERY, OFFICE EQUIP- 
SIE esccittiiiediasesentnenesncesees 48,000 
TELEVISION, RADIO, PHONOGRAPH, 

MUSICAL INSTRUMENTS .. 211,000 
FE EE NM 22,000 
Radio & Television Sets ........ 29,000 
SITE. ncinessoecusannatosdeunibivatens 57,000 
Miscellaneous ....ces.cceseeseseeeee 103,000 

TOBACCO PRODUCTS & SUP- 

SI ‘vihahdaadanidnishesosicsenninds 6,636,000 
SHTIIRS  csccnsicscestnnivsriovecesstes 6,160,000 
Cigars, Pipe Tobacco ............ 430,000 
Miscellan@ous .......:cccccereeees 46,000 

TRANSPORTATION & TRAVEL 486,000 
DIP sdcseaeceealiitiandbctieninden’s 302,000 
US “ccicneintincnseitnbbinhebidsodhooveiies 76,000 
Rail 98,000 
Miscellaneous  .........cccceeeee 10,000 


WATCHES, JEWELRY, CAMERAS 1,438,000 


Cameras, Accessories, Supplies 133,000 
Clocks & Watches ...........0000. 973,000 
GITTEE suchdtitndecibetatissinclcttsinies 16,000 
Pens & Pencils ... 314,000 
Miscellaneous 2,000 
MISCELLANEOUS ooo.ecccccccceee 1,114,000 
Trading Stamp 122,000 
Miscellaneous Products ........ 382,000 
Miscellaneous Stores ............ 610,000 
pS. LS. $93,094,000 


*Starting with the Ist Quarter 1957—in- 
cludes frozen foods in appropriate sub- 
classifications. Supersedes earlier practice 
of grouping all frozen foods in a separate 
category. 


General Tire & Rubber, 
Y&R Receive Citations 


General Tire & Rubber Co., Ak- 
ron, has been cited by the National 
Society for Crippled Children & 
Adults (the Easter Seal Society) 
for the company’s national adver- 
tising which promotes more careful 
driving to help cut down accidents. 

Young & Rubicam, New York, 
has been awarded a “First” cer- 
tificate by Keep America Beauti- 
ful Inc. The citation recognized 


| Y&R as “the first advertising agen- 


cy to voluntarily undertake a posi- 
tion of community leadership by 
mobilizing various civic resources 
and initiating a comprehensive 
campaign of public education to 
combat local litter problems.” It 
was also pointed out that Y&R has 
not only provided an “invaluable 
service to New York City, but has 
also established a _ challenging 
precedent for agencies in other 
cities.” 


Thoresen Suit Settled 


The suit by Refrigiwear Cloth- 
ing Co. against Thoresen Inc., both 
New York, charging Thoresen with 
pirating a model’s picture used for 
advertising, has been settled out of 
court. No details have been dis- 
closed and the action will be dis- 
missed without prejudice. 
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TO THE POINT—Embossing in this 

Bristol Laboratories insert outlines 

the human body and some of the 
organs. 


Blood Almost Runs 
in Veins of Figure 
in Tetrex 3-D Ad 


New York, Nov. 19—Fierce 
competition among pharmaceutical 
houses to attract the attention of 
doctors via unusual ads in medical 
journals has resulted in a three- 
dimensional campaign by Bristol 
Laboratories for Tetrex, an anti- 
biotic. 

Bristol’s agency—Paul Klemtner 
& Co., Newark—has come up with 
a new process of embossing and 
printing anatomical drawings on 
both sides of a single sheet of 
heavy stock, The process raises the 
human form, creating a convex 
shape on the front of the page and 
a concave one on the reverse side. 
Various organs of the body appear 
in color on both sides of the page. 

John Mulcahey, Bristol ad man- 
ager, said the campaign has been 
set for Journal of the American 
Medical Assn., MD, Medical Eco- 
nomics, Modern Medicine and 
Postgraduate Medicine. Plans in- 
clude the extension of the drive to 
specialty publications like Antibi- 
otic Medicine, Annals of Internal 
Medicine, American Journal of 
Surgery and others. 


® Mr. Mulcahey described the new 
type of advertising, using a process 
called Uanat, for which the agency 
is now seeking a patent, as experi- 
mental. He said costs were high, 
“but they might better also be 
called experimental.” Response to 
the embossed ads, which are ap- 
pearing in November issues of the 
magazines listed, “has been very 
good.” The five books have an ag- 
gregate circulation of about 625,- 
000. 
Mr. Mulcahey also said plans 
call for mailing sets of the three- 
dimensional insertions—minus ad- 
vertising—to physicians all over 
the U. S. 

Ed Funk, account executive at 
Klemtner, said, “So much out- 
standing advertising is appearing 
in medical journals today that we 
had to come up with an idea that 
would dominate the book and we 
think that this novel form of insert 
will do it.” He said the embossing 
and printing of anatomical draw- 
ings had been worked out by Irv 
Warhaftig, art director at the agen- 
cy. Printing was done by Burton 
Quaker Printing and the embossing 
by Lansky Die Cutting & Finish- 
ing, both in New York. 


® Tetrex’s problem has been that 
it’s been on the market some time 
competing with a number of pop- 
lar broad-spectrum pharmaceuti- 
cal specialties. Bristol needed an 
ad program that would emphasize 
the Tetrex brand and support other 
Bristol products while providing 
a family identification for all com- 
pany products. “The embossed 


drive gives us these things,” said 
Mr. Mulcahey. # 


Edro Introduces Pop-A-Day, 
New Vitamin Lollipop 

Edro Products, New York, will 
use a heavy saturation spot radio- 
tv campaign to introduce its new 
vitamin lollipop, Pop-A-Day. The 
drive will start in January with 
26 spots weekly on tv and 22 a 
week on radio over various sta- 
tions. 

Distribution already has been 
started in drug stores and depart- 
ment store drug counters in New 
York, New Jersey and southern 
Connecticut. The broadcast pro- 
motion will be supplemented by a 
newspaper co-op campaign. The 
new product is packaged in a box 
containing 14 lollipops in assorted 
flavors of orange, cherry and 


grape. The box is priced at 98¢.| 
Cohen & Aleshire, New York, has} 


been appointed to handle adver- 
tising for the product. 


NOTEWORTHY 


THE APPLETON, NEENAH, MENASHA POST-CRESCENT 
is 


... in daily editorial volume in Wisconsin! 


... in advertising linage among all state dailies! And serves the. .. 


... largest City Zone in Wisconsin. Naturally, more and more national 
advertisers are finding this record profitably significant. 


APPLETON Post-CRESCENT . 
ces: APPLETON - NEENAH - MENASHA tw 


KEN E. DAVIS, MANAGER, GEN'L ADV. APPLETON, WISCONSIN 


35,000 
CIRCULATION 


There are two 


sides to most situations... 


Cartoon idea contributed by T. G. Richter, National Siscuit Company, New York. 


And there are two sides to the 


> 


fey 


a) 


It pays to cross 


the Delaware 


CAMDEN COURIER-POST 


DELAWARE VALLEY 


First glances can be misleading. Experience warns us to take a 
second look at attractive figures. 


For instance, a glance at a map of Delaware Valley U.S.A. 
might suggest that outside media flood the rich New Jersey 
half. Not so, though. Reliable figures show that newspaper 
distribution here is effectively divided by the broad Delaware 
River. 85% of the free-spending folks in the Camden-Trenton 
area are reached by two “locals’’—the TRENTON TIMES and 
the CAMDEN COURIER-POST. And here's a figure that warrants 
a second look: their effective Buying Power betters the national 
average by a thumping 24.5%! 


Established 1875 


TRENTON TIMES 


Established 1883 


“epresented notionelly by GEORGE A. McDEVITT CO., Incorporated © New York © Chicago © Philadelphia © Detroit © Los Angeles 
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November Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Adverising Age 


Commercial Dis- 
play Excluding 


Poultry, Classified — 


and Livestock, 
-—Total Advertising, in Pages———, ———Total Advertising, in Lines———, in Lines 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Farm Magazines 
Cappers Farmer tos 54.3 50.5 677.9 684.2 23,282 21.675 290,810 293,552 22,402 20,702 
Farm & Ranch—Southern Agriculturist: 
Southeastern Edition ... 27.8 32.4 399.6 379.5 11,914 13,920 171,423 162,813 10,496 12,230 
Southwestern Edition 31.1 33.2 431.4 406.8 13,348 14,247 185,087 174,536 11,699 11,718 
Average 2 Editions . 29.1 32.7 412.0 390.2 12,474 14,047 176,752 167,385 10,966 12,030 
Farm Journal: 
Central Edition ....... 76.3 101.3 1,031.6 1,172.1 32,719 43,452 442,567 502,818 30,920 40,760 
ftEastern Edition ....... 74.9 99.8 1,039.6 1,133.6 32,147 42,809 445,983 486,309 30,348 40,117 
Southern Edition ...... 70.1 97.6 958.7 1,091.1 30,074 41.881 411,261 468,090 28,275 39,189 
Western Edition ...... 77.4 109.0 1,081.0 987.7 33,220 46,744 463.748 423,706 31,421 44,052 
Average 4 Editions ..... 74.7 101.9 1,027.7 1,096.1 32.040 43,722 440.890 470,231 30.241 41,030 
Progressive Farmer: 
#Carolina-Va. Edition 76.7 90.9 1,000.7 1,030.1 52,187 61,793 680.487 700,468 49,660 59,080 
#Ga.-Ala.-Fla. Edition 77.5 87.8 1,008.3 1,037.2 §2.700 59,723 685.630 705.296 50.285 56,737 
#Ky.-Tenn.-W. Va. Edition 72.0 82.2 933.5 972.6 48,971 55.923 634,756 661,361 47,074 53,676 
#Miss.-La.-Ark. Edition 71.4 84.1 944.0 968.9 48,556 57,211 641,954 658.861 46,578 54,725 
#Texas Edition ........ 77.2 87.0 984.5 1,007.0 52,487 59.165 669.456 684,765 49.578 56,016 
Average 5 Editions 75.0 86.4 974.2 1,003.2 50,980 58,763 662.455 682.144 48,635 56,047 
Successful Farming 63.4 73.0 913.2 960.8 28,537 32.869 410,957 432,350 27,919 32,158 
Total Group ........... 2965 3445 40050 41345 147,313 T71076 1981-864 2.045.662 140,163 161,967 
2 Not included in totals. 
Monthlies 
§Agricultural Leaders’ Digest 13.6 20.2 125.8 159.0 5,829 8,651 $9,772 ' 5.829 8,651 
American Fruit Grower .. 14.2 171 300.9 310.3 6.148 7,367 129,972 134,033 5832 7,152 
American Poultry Journal: 
Eastern Edition 27.4 37.7 310.9 367.9 11.766 16.177 133,461 158.545 8.823 12,476 
Midwest Edition ...... 29.9 37.4 315.5 341.8 12,797 16,047 135,321 146.392 10.298 13,226 
Pacific Edition 26.4 38.1 307.7 348.7 11,353 16,328 132,148 149,356 8.535 12,233 
Southeastern Edition 29.3 37.6 319.5 357.1 12,553 16,144 137,044 152,950 9,632 12.731 
Southwestern Edition 27.8 36.2 307.2 78.6 11,950 15,548 131,878 29,155 9897 12.745 
Average 5 Editions 28.2 37.4 313.2 353.1 12,085 16,042 133,972 151,225 9.437 12,682 
American Vegetable Grower 14.9 lll 265.4 221.8 6.444 4,783 114,644 95.820 6354 4,690 
Arkansas Farmer ....... 10.7 13.2 171.0 242.0 8118 9,974 129,274 183.650 7.476 8.639 
Better Farming Methods 36.8 47.2 365.1 409.6 15,789 20,265 156,621 175.708 15.646 20.122 
Breeder's Gazette ........ 13.5 17.0 165.6 201.5 6,085 7,673 74,831 90,680 4.393 6,582 
Broiler Growing .......... 35.0 46.4 417.1 460.3 15.014 19,911 178,954 197,458 12.392 14,653 
California Citrograph — 24.0 24.1 250.7 246.6 16,100 16,170 168,762 165.712 15.820 15,918 
California Farm Bureau Monthly 11.9 13.5 146.1 148.8 9.009 10,234 110,343 112.399 8, 9,772 
The Cattleman .......... 84.4 88.7 891.0 1,022.9 35,410 37,240 374,221 459.900 15.351 16,896 
Cooperative Digest ....... 16.5 19.6 78.6 91.5 6,930 8,232 33,012 38.430 6.930 8,232 
County Agent & Vo-Ag Teacher 19.5 23.7 284.0 293.4 8.325 10,152 121,845 125.804 
Electricity on the Farm .... 10.3 12.9 108.8 109.9 3690 4,629 38.925 39.508 ——— 
Farm Management ........ 12.0 15.8 204.8 239.4 5.143 6,767 87.650 102.788 5.143 6,767 
Farmer-Stockman: 
Oklahoma Edition ...... 31.1 41.1 416.6 520.2 13.353 17,645 178,740 223,167 12,190 15.030 
Texas Edition ........ 27.5 37.6 295.5 491.3 11,788 16,134 167,658 210.773 10.625 13.519 
Average 2 Editions ...... 29.3 39.4 356.0 505.8 12,570 16,889 173.199 216.970 11,408 14.275 
Florida Cattleman ........ 74.1 73.8 741.8 763.7 31,121 30,997 311.590 320.863 18.658 17.557 
Florida Grower & Rancher .. 35.9 29.3 315.5 303.4 24,458 19,939 214609 206.524 23.408 18.737 
Georgia Farmer .......... lll 8.8 127.7 1724 8395 6,649 96.550 130.341 8.040 6.265 
Kentucky Farmer .......... 17.6 19.9 237.3 266.9 13,811 15,640 186,093 209.326 11.810 13.843 
Michigan Farm News ..... 18 2.1 23.2 24.0 4,331 5,088 54.740 58.372 3.787 4.914 
Mississippi Farmer ........ 8.7 8.9 126.2 175.3 6,554 6,722 95.390 132.592 6,082 6.281 
tMissouri Farmer .... 11.8 9.2 123.9 147.6 4,959 6,358 75.464 100.591 4215 5,700 
National 4-H News .. ‘ 16.8 20.5 209.8 219.1 7,068 8,624 86.248 93,768 7.068 8.624 | 
National Live Stock Producer 13.4 18.0 153.0 172.9 9,774 13,084 111.375 125.899 8,897 12,284 | 
Nation's Agriculture ...... 68 8.0 73.4 83.4 3,080 3,594 33.051 37.517 3,080 3,594 
New Jersey Farm & Garden 32.2 43.2 486.2 542.2 14,505 19,419 218,865 243,967 19,433 15,290 
Ohio Farm Bureau News 92 9.3 118.7 1116 8 64153 4,205 53.591 50.362 3, 3,080 
Poultry Tribune: 
Eastern Edition 40.2 53.4 422.6 482.4 17.260 22,903 181.288 206.955 12.121 17.218 
Midwest Edition 43.3 53.1 422.3 437.9 18,591 22.763 181.182 187.839 14.144 18,015 
Pacific Edition 47.2 55.6 477.2 528.6 20.264 23.840 204,704 226.768 13.717 17,534 
Southwest Edition 42.8 51.5 428.4 193.2 18,345 22.087 183,799 82.877 13.451 16.983 
Southeast Edition 46.6 56.6 463.1 487.9 19.989 24.277 198.685 209.299 14.138 18.520 
Average 5 Editions 44.0 54.0 442.7 482.9 18.890 23.174 189.932 207.175 13.514 17.654 
Southern Livestock Journal 46.7 65.6 730.7 765.5 19,614 27.580 306.918 321.538 5.936 5,040 
Southern Planter . __ 14.1 22.4 257.4 319.0 9.858 15.646 180.231 223.217 9.444 15.115 
Tennessee Farmer & Homemaker 11.2 13.1 151.4 163.8 8.645 10.306 118.175 128.453 7.330 8,852 
Turkey World ..... 4 38.2 48.3 540.1 505.6 16.372 20.717 231.688 216.917 8.059 9.614 
Western Dairy Journal . 27.7 28.1 386.2 412.8 11.880 12.075 165.717 177.165 8555 7.389 
Western Fruit Grower 21.0 20.0 307.4 305.0 8.820 8.400 129.120 128.103 8.820 8,400 
Western Livestock Journal: 
Mts. & Plains Edition . 44.8 56.1 487.2 620.6 19201 23.569 209.059 260.665 5.859 6,136 
Pacific Slope Edition 64.0 77.8 988.6 1,134.9 27.475 33.380 424.220 486.861 14.502 15,998 
Wyoming Stockman-Farmer 41.0 40.0 433.7 405.4 30.422 30.296 327.600 308.780 24.419 26,503 
Total Group 566.9 1,123.7 11,906.2 13,113.9 476.075 550,441 5906.223 6.527.376 345.862 391,991 
§ Figures shown are fer the combined November an! December issue. = Not included in totals. + Changed from a | 
688-line page to a 420-line page in September 1957 
Newspcper Monthly Farm Sections 
tlowa Farm & Home Reyister 28.3 15.8 211.7 244.3 28.327 16.116 214.242 249.203 27.804 15,581 
Rural Gravure 5.8 9.1 65.0 946 5.779 9,135 65,002 94,738 5.779 9,135 
{Texas Ranch & Farm 7.6 12.1 150.2 200.0 7.644 12,390 150.179 195.370 7.476 11,508 
Total Group 417 370 4269 5389 41,750 37641 429.423 ~539.311 41,059 36,224 


t Changed from a 1020-line page to a 1.000-line page in August 1957 
line page in January 1957 


Changed from a 1,020-line page to a 1,000- 


Commercial Dis- 
play Excluding 
Poultry. Classified 


and Livestock, 

——-Total Advertising, in Pages——. ———Total Advertising. in Lines in Lines 

Oct Oct. Jan.-Oct. Jan.-Oct. Oct Oct Jan.-Oct. Jan.-Oct Oct Oct 

1957 1956 195/ 1956 1957 1956 1957 1956 1957 1956 
Semi-Monthlies (October) 
American Agriculturist 31.6 42.2 317.5 352.2 23.001 30,751 231,190 256.688 20.636 27,819 
Colorado Rancher & Farmer 25.3 31.6 333.8 389.7 19.143 23,956 252,980 294,950 18.205 21.635 
Dakota Farmer 64.2 73.9 630.4 696.4 50.335 57,942 494.236 545.985 49.519 56.442 
The Farmer 83.7 101.5 869.0 923.4 65.643 79.571 681.309 723,964 60.281 73,150 
Hoard’s Dairyman 49.8 63.1 555.4 557.0 36,260 45,915 404,336 405,522 30.235 39,892 
Indiana Farmer's Guide 17.4 23.5 215.3 272.7 13.674 18,453 168.821 213,772 8,208 13,021 
Kansas Farmer 34.8 37.9 411.7 515.4 26.460 28.849 312.920 391,717 22.944 24,742 
Michigan Farmer 42.5 $8.2 506.8 568.5 32.634 44,695 389.206 436.578 27.852 38.986 
Missouri Ruralist ia 419 449 483.1 525.8 31.853 34.151 370.973 399.676 24.859 27.259 
Montana Farmer Stockman 29 65.5 603.3 676.4 40.061 49,487 456.172 511.393 25.368 31.927 
Nebraska Farmer 74.7 109.5 851.1 926.6 56.511 82,784 643.590 700.824 48,209 68,736 
New England Homestead 25.7 32.0 338.8 366.7 17.954 22.372 237.147 256.665 12.350 16.791 


7? 


Commercial Dis- 


play Excluding 
Poultry, Classified 
and Livestock, 
-——Total Advertising, in Pages——. ———Total Advertising, in Lines——, in Lines 
, Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct 
1957 1956 1957 1957 1956 1957 1956 1957 1956 
Ohio Farmer ......... 46.3 62.4 603.7 689.9 35.588 47.946 463,615 529,860 28.680 39.674 
Pennsylvania Farmer ... 29.0 45.0 442.4 535.9 22.275 34,601 239.728 411,568 17,828 30,671 
Prairie Farmer: 
Fillinois Edition 83.3 95.8 927.3 991.7 60.635 69.745 675.118 721,996 51.478 60,611 
Zt Indiana Edition fovmaed 79.7 95.5 888.8 955.4 57,999 69.655 647,052 695,549 48.842 60.521 é 
Average 2 Editions .. 81.5 95.7 908.0 973.5 59.317 69.700 661.085 708.772 50.160 60,566 
Rural New-Yorker ..... 19.4 28.2 250.6 334.7 15.197 22.162 196,393 262,499 12,518 19,110 
| Wallaces’ Farmer ........ 87.8 1149 935.8 1,054.8 68,840 90,097 732,933 827,004 59.374 77,526 
Western Farm Life Ps wanhee 25.3 25.1 278.6 302.1 19,837 19.738 218.441 236,905 19.837 19,738 
Colorado a 7.7 9.6 82.7 123.5 6,101 7,538 64,874 96,898 6.101 7,538 
Wisconsin Agriculturist & Farmer 66.4 84. 653.1 787.7 52,061 66,433 512,021 617,559 49,595 63,115 ag 
it (an 308-8 1,145.4 10-2761 115729 692,745 877141 F831.970 £854,724 592.759 695.223 
= Not included in totals. 
. 
F arm Linage Trend Figures in Thousands 
MAGAZINES MONTHLIES 
1957 1957 
NOV. NOV.| 476 ] 
oct. ocr. [510 
1956 1956 
nov. EZ . 
SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN ) 
1957 1957 1957 / 
ocr.[693__] | loct. [58] oct.[3ee] ff | 
SEPT. SEPT. SEPT. 
1956 1956 1956 
OCT. Bi:va4 OCT. BeyAe) 
—— Total Advertising. in Pages——. ~———Total Advertising, in Lines. 
Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. Jan.-Nov. Jan.-Nov. Nov. Nov. ° 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 f 
Semi-Monthlies (November) 
Colorado Rancher & Farmer . 25.7 31.2 359.5 420.9 19,492 23.649 272,382 318,599 17,861 21,220 
Dakota Farmer pees cobeee 41.6 39.6 672.0 736.0 32,606 31,042 526,842 577,029 31,586 29,204 
Hoard’s Dairyman ......... 45.8 52.0 601.2 609.0 33.325 37,855 437,661 443,377 27,946 32.014 , 
Nebraska Farmer yecosseuws 60.6 64.1 911.7 990.7 45,828 48.465 689,418 749.289 38,737 40,559 , 
Western Farm Life TritiT 26.6 20.5 305.2 322.8 20,904 16.136 239,345 253,141 17.025 13,125 
Colorado Edition ...... 8.5 9.5 91.2 133.1 6.668 7,468 71,542 104,366 5,157 5,353 
Total Group ..... 2088 2169 29408 32125 158,823 164,615 2,237,190 2,445,801 138,312 141,475 
-—Total Advertising, in Pages—. ————Total Advertising, in Lines ———, 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. Oct. Oct. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Bi-Weeklies (October) 
Arizona Farmer-Ranchman 644 61.0 750.0 709.0 48,693 46,123 567,018 536,070 47,230 44,500 
California Farmer: 
Northern Edition ... 33.8 445 518.6 535.1 25.585 33.632 392,149 404,563 23,733 er 
Southern Edition ..... 30.5 41.5 4846 516.4 23,119 31,352 366.327 390,380 21.257 586 
Average 2 Editions .... 32.2 43.0 501.6 525.8 24.352 32,492 379,238 397.471 22,495 30,680 
Dairymen's League News .... 34.8 40.0 162.5 170.8 25,358 29,168 118,323 124.381 24,841 28,425 
See TI4 Yo Laisa T4056 58403 107783 106d 579 1.057.922 94,566 103,605 
2 Not included in totals. 
Weeklies (October) 
lowa Farm Bureau Spokesman 42.0 40.8 299.2 300.9 42.500 41.960 304.201 307,729 39.680 39.100 
The Poultryman: 
National Edition ... 17.9 13.1 179.8 161.3 19,424 14.314 195,056 175.037 10,538 8,596 
Dixie Edition ......... 1. 188.9 — 20,180 204.955 10.958 ——— 
New England Edition .... 20.8 18.8 220.5 223.5 22.644 20,377 239.281 242,523 12,078 12,937 
New Jersey Edition ... 29.2 368 322.9 384.5 31.690 40,005 350.352 417,232 18,359 27,606 
| Weekly Star Farmer: 
Kansas Edition ..... 21.5 27.2 147.5 182.0 52.935 67.084 363.508 448,506 36,988 52,529 
Missouri Edition ...... 23.1 30.3 154.8 188.8 56.998 74,740 381,460 465.269 37,902 55.971 
2O0kla.-Ark. Edition 20.3 25.2 135.9 167.2 49,902 62,007 334,876 412,100 36.220 49,047 
Average 3 Editions ...... 21.6 27.5 146.0 179.3 53,278 67,944 359.948 441.958 37.037 52,516 
tWestern Livestock Reporter . 129.6 19.2 360.0 228.0 80.465 14,235 300.944 215.597 15.736 6,717 
Total Group ...... ee 7 1562 L773 L477 270181 198835 [954.737 180.0% 144.386 147.472 
= Not included in totals. ¢ Five issues in October 1957: four issues in Octoher 1956. 
Dailies (October) 
Chicago Daily Drovers Journal 50.5 64.0 404.1 387.6 107,528 136,280 859.945 824.927 59.920 66,233 
Kansas City Daily Drovers 
WD ccccccnstuneus 55.3 57.3 388.1 363.4 117,782 122,040 825.772 773.309 73,099 78,946 
Omaha Daily Journal-Stockman 49.5 61.3 426.5 413.5 105,396 130,371 907,533 879,938 60,534 75,362 
St. Lowis Daily Livestock 
Gate ... ceekeeeeee 30.4 36.0 285.4 267.5 64.621 76,815 607,360 569,343 40,706 45,779 
Total Group . 185.7 218.6 1,504.1 1.4320 395.327 465,506 3.200.610 3,047,507 234.259 266.320 
Quarterlies 
Farm Quarterly ........... —_ oo 241.5 200.5 — ——— = 112,837 9,053 ——  ——__ 
Canadian (October) 
Country Guide ...........+- 32.3 36.2 353.4 353.3 23,582 26.064 267,603 267.069 
tFamily Herald ........... 113.2 89.0 758.4 860.1 100,430 86.828 739.485 838.630 74,699 67.717 
Farmer's Advocate & Canadian 
Countryman .........45- 2 51.2 435.5 479.5 31.674 35.841 250.975 269.750 23.587 26,667 
Farmer's Magazine ........ 17.7 23.9 221.6 262.5 7.593 10,253 95,066 112.613 7,558 10,218 
Free Press Prairie Farmer .. 114.1 113.8 983.0 1,004.0 119,852 119.458 1,032,147 1.054.108 71,427 75,836 
Le Bulletin des Agriculteurs 566 62.6 587.7 564.5 39.661 43.854 411,543 395.425 39.436 43,683 
tWestern Producer 78.4 “49 522.9 537.0 63,848 47,983 559.542 574,561 41,013 31,744 
Total Group ........ 4575 421.6 3.8625 4060.5 386.640 370.284 3.356.341 3.512.156 257.720 255.865 ; 


+ Five issues in October 1957; four issues 


‘in October 1956. 


New ‘Score Card’ for Mags year and plans a paid circulation 

Magazine Index, a weekly pre- of 100,000 a week for the first six 
view and index of all magazines, is | months and 250,000 for the second. 
set for publication early in 1958 by | Advertising rates will be based on 
Index Publications, 4 Smit field | $800 a b&w page. Aim of the mag- 
St., Pittsburgh. The digest-size | azine will be to “acquaint the read- 
book will sell for 25¢ or $8.50 a|ing public with the contents of cur- 


rent 
| publication.” 


Packer Sets Redevelopment 


magazines in advance of their| velopment program at its Central| Hunt to Porter Henry 
|Outdoor Advertising Co., Cleve- 


Lloyd S. Hunt, formerly doing 


land, and its subsidiaries in north-| sales development work for In- 


ern Ohio. The program calls for! dustrial 


Engineering Ltd., 


has 


Harry H. Packer Co., Los An-| increased posting, improved fluor-| joined Porter Henry & Co., sales 
geles, outdoor advertising compa-| escent lighting and introduction of | training specialist, as vp in charge 
ny, will launch a $1,000,000 rede- | new panel styles. 


| of sales development. 
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Advertising Age, November 25, 1957 


in other media. Warwick & Legler 
is the Ruppert agency. 


® It is generally conceded in the) = 
: trade here that the ranking of local upermarket News if 
|brewers is likely to remain more. iS 

or less as it has been this year, 


with the possibility that Piel and | T ’ 
Ruppert will jockey for fourth and . ’ IN UP 76% te 


fifth places—-which _ activity may 


: 4y 
Saupe coscters bervelses] first 8 months of 57. ar ey 


Young & Rubicam is Piel’s agen- bad of 


‘oh | over first 8 months ’56 3 

ua _ |Joan Keene Joins Robbins es 

% Joan Keene, formerly an account ro ; { ¥ 
y 


LAWRENCE G. STARK, former president executive at G. M. Basford Co., \ 4 : = 
and general manager of IXL Food|New York, has joined Robbins whe ; 

Co., San Leandro, Cal., has been|Fioor Products, Tuscumbia, Ala.,| a 
named a marketing executive of|as manager of public relations. | “SA . 
Honig-Cooper Co., San Francisco. % 
Krauss Joins Diamond Art SF 


Oscar Krauss has resigned as art a th 
Ber t & Harr Y Ads director of Monroe Greenthal Co., 


Viewers Sell to become vp and creative art di- 
Amuse bs ; , 


rector of Diamond Art Studio, New @ 
Beer Too, Says Piel 


York. 

New York, Nov. 19—*Sure, let’s 
concede Piel’s Bert & Harry are the 
most entertaining offbeat commer- 
q cial on tv, but do they sell beer?” | 
“Who knows?” was the other | 
agency man’s comment at the! 
luncheon table. “Piel’s never re- 
leases any figures.” 
An ADVERTISING AGE reporter | 
asked Stephen J. Schmidt, Piel’s 

advertising manager, about it. 
: “No,” he admitted, “Piel Bvos. is 
\ a private corporation and does not 
release sales figures. But,” he add- 
ed, “I can tell you this. In 1956, 
the first full year of the Bert & 
Harry campaign, the brewery had 
the highest sales in its history, 
‘ and we expect 1957 to exceed 1956. | 
“We consider our Bert & Harry 
advertising the most valuable ad- 
vertising property we have had, 
and we will do everything poss:ble 

, to protect them.” 

“They do sell beer, then?” he} 
was asked. 


® “Definitely,” he replied. “I’m 
sorry I can’t give you the figures 
to prove it, but it’s against compa- 
ny policy.” 

“Then you’re going to continue 
using the Bert & Harry characters 
in your advertising?” 

“Unquestionably. They're the 
best salesmen we've ever had.” 

Figures released early this vear 
by the Research Co. of America| 
show Piel’s 1956 sales ‘were 1 407,- 
000 bbls., compared with 1.38° "a 
bbls. in 1955 and 1,395,000 bbls. 
1954. Among the 25 leading brew- | 
ers in the U. S., Piel was ranked | 
No. 14 in °54 and No. 16 in both | 
"55 and °56. 

In metropolitan New York, Pie 
ranks fourth among local brewers 
The ranking, based on estimates 
in the trade, is Liebmann. Ballen- 
tine, Schaefer, Piel and Ruppe:t, 
in that order. In '55 Ruppert held 
fourth place. 


® Piel’s sales in metropolitan N>w 
York, trade sources say, have in- 
creased materially during the past 
year (1) because of the Bert & 
Harry advertising and (2) because 
the brewery has substantiaily in- 
creased its retail outlets. The ad- 
vertising is credited with being 
responsible for creating consumer 
demand, which induced more 
chains, delicatessen stores and tav- | 
erns to stock Piel beer. In addition, 
the brewery made a drive to in- 
crease its outlets. 

Much of Piel’s increase this year | 
and last, it is said, has been made, 
at the expense of Jacob Ruppert, 
which has been losing ground in| 
the metropolitan market. 

At Ruppert it is said that this| 
situation will be changed next year 
because of new advertising plans 
now being formulated. With the 
removal of the Giants baseball 
team to the Coast—Ruppert spon- 
sored Giant telecasts—the brewery 
now will increase its expenditures 
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Says Importance of All Advertising Media Must Be 
Impressed on Congress and the Public 


To the Editor: Your Oct. 28 issue 
reports on the desire of American 
Newspaper Publishers Assn. to 
capture one-third of the advertis- 
ing dollar for newspapers and the 
concern of Outdoor Advertising 
Inc. over congressional attacks on 
outdoor advertising. Warner Moore 
of OAI is quite correct in assert- 
ing that an attack on one form of 
advertising is an attack “on the 
advertising industry as a whole.” 

OAI finds itself in the same un- 
enviable position as third class 
mail users, Certain newspaper edi- 
tors calculate that their advertis- 
ing revenues will increase as they 
continue to discredit direct mail 
and outdoor advertising in their 
news and editorial columns. 

While direct mail advertising 
now accounts annually for a whop- 
ping one billion seven hundred 


;million expenditure, many newspa- 


per editors continue to characterize 
third class mail as “junk” and 
“nuisance.” Inasmuch as depart- 
| ment stores and other large buyers 
of newspaper space also use the 
| direct mail advertising medium 
extensively, these editors are 
harming the sales efforts of their 
best customers. 

We should all try to convince 
the public and the Congress of the 
|importance of advertising. OAI’: 
Mr. Moore may find some solace 
in a letter I received from Senator 
Neuberger after addressing a 
group of his constituents in Port- 
|land, Ore., a few weeks ago. He 
stated: “I enjoyed very much the 
lege information you presented 
...1 can assure you definitely that 
I am opposed to the rate increase 
|bill which passed the House of 
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Manufacturers who advertise in 


Odonnie Hubbards Kupboard 


(ABC circulation over 


one million — reaching 


two out of three homes, see Standard Rate 


and Data). 


get realistic and effective store- 
level support from these retail 
food stores—the largest indepen- 
dent organization in northern 


California. 


only *395-°° per participation 
*THE ONLY MEDIUM THAT CAN MAKE THIS STATEMENT 


685 — 6th STREET 


FOR MORE INFORMATION... CONTACT 


Oonnic Hubbarda KUPBOARD 


* SAN FRANCISCO 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Representatives, because I believe 
these proposed increases are ex- 
orbitant and out of line. In my 
opinion, they cannot be justified 
in the adverse impact which they 
would have on our entire econo- 
my.” 

Having converted the Oregon 
senator to seeing the value of one 
form of advertising, may we not 
all hope that the ANPA will cease 
its attacks on third class mail and 
outdoor advertising and join with 
those who believe that all legiti- 
mate forms of advertising are good 
for America. 

Harry J. Maginnis, 

Executive Manager, Associat- 

ed Third Class Mail Users, 

Washington, D. C. 


Disagrees with Report 
on Ad Center's Closing 

To the Editor: I feel compelled 
to answer a statement made by 
Larry Schwartz of the Wexton Co. 
in the Oct. 21 issue. Mr. Schwartz 
says, in effect, that the Advertis-| 
ing Center closed even though 
there was tremendous trade inter- 
est and excellent traffic. He also 
states that the rate of sales was 
insufficient and that skilled man- 
agerial personnel were unavail- 
able. 

This statement, in my opinion, 
is misleading and untrue. In 
words of one syllable, it is sheer 


bunk. Mr. Schwartz seems to be 
talking in circles. As we in the 
field know, the life’s blood of the 
trade show business is its traffic. 


oh 


|Get into the Swirl: 


very substantial job despite the , 
faults in the raw material and the Everybody's Doing It 
absence of sufficient funds. If the) To the Editor: Get in on the 
traffic was good and if the inter- | mew art trend, fellows. Or should 
est was there on the part of the |! say get in the swirl? Run out 
directors and those in the adver-| 4nd get yourself an artist with 
tising field, then there would have | 4 geometric bent who can produce 
been greater sales and more mon-| the new technique. But then may- 
ey to pay skilled managerial per-| be we should all find the same 
sonnel what they should be paid. artist and art director and save 
Therefore, the statement does | time. 

not hold water. May I add that) Here are six (four reproduced) 
the former men involved in the in the latest series of look-alikes 
management of the Advertising | in advertising. Two are apparent- 
Center were absorbed, as was I,|!y part of a series by Shell. The 
by firms that truthfully appreciate rest must have been products of 
the value of a good sales manager. | the same squirrel cage. 

Alvin M. Winter, Do we ad types always have to 


Account Executive, Advertis- | %¢t “original” at the same time? 
ing Trades Institute Inc., | William A. Rooney, 
New York. Chicago. 
oe? ee 
7: . 7. 


Finds Confusing Arithmetic 


To the Editor: What page of AA 


Dictionary Says ‘Preventive’ 
do you read? 


To the Editor: On Pages 56 and 


If the “tremendous interest” was|57 Of Sept. 23 issue there is +4 
there and the traffic was as ex-|>eautiful ad by Metal Progress. | 
cellent as Mr. Schwartz implies,|45Sume there was agency help in 
there is no doubt in my mind that | the preparation. Regardless, it is a 


On Page 111 of the Oct. 28 issue, 
we find a Last Minute News 
Flash telling of a gentleman com- 
ing to Henri, Hurst & McDonald 


the Center would have succeeded. 
Instead, because of the absence of | 
traffic, the exhibitors were unhap- | 
py and prospective clients were) 
disillusioned. 

Mr. Schwartz also states that) 
the rate of sales was insufficient. | 
This remark I must take person- | 
ally. As manager of the center for | 
two months ending Sept. 1, I was 
happy to report a sales increase of 
almost 50%, a figure far beyond 
our expectations. Being so close to | 
the problem, I can honestly say | 
that my predecessors and I did a| 


Inc. from Wm. Hart Adler with 
two accounts, one of them Thomas 
Industries, with billings totaling 
$200,000. 

On Page 81 of the same issue, 
however, we find a “news” release 
from Henri, Hurst & McDonald’s 
publicity department that an- 
| ounces the acquisition of the 
Thomas Industries account, but 
that places its billings at $500,000. 

This is confusing arithmetic, 
isn’t it, to the degree that one is 
now bigger than two? Or is it 
more simply what Mr. Woolf 
chooses to call “legitimate puff- 


work of art. 

Problem! In the listing of typ- 
ical products we find (in the last 
columns on the right) the two 
words “rust preventatives.” 

Observations: Either the pub- 
lishing society insisted on the use 
of the word “preventative,” or the 
agency had a different type of dic- 
tionary than I have. 

Conclusion: My dictionary says 
“preventive.” 

What does AA say? 


Jim Crawford, 
Des Moines. 


ery”? 


Eugene B. Colin, 
Skokie, Il. 


° ° ~ 
De Soto Selling Point? 
To the Editor: ATTENTION 
Madison Avenue mashers. 
2 You mean to say the new 1958 
Vs De Soto doesn’t have a single 
MA worth while selling point you 


could have used in the teaser 
campaign? What happens if the 
prospects you’re trying to impress 
| don’t crumble cookies or dust dai- 
|sies? Edsel, here they come! 
R. W. Fox, 
Wilkes-Barre, Pa. 
For James D. Woolf’s comment 
on the De Soto series, see AA, Nov. 
11, Page 112. 


Slides Can't Be Upside Down 
in Polaroid’s Projector 

To the Editor: Your amusing 
|editorial pleading with someone to 
get off his fanny and invent a 
foolproof slide projector comes 
|just about a year too late. 

Our very first crack at the pro- 
jector field solved this little prab- 
lem, and very neatly. Not only will 
our machine not take a slide back- 
ward or upside down, you can’t 
jeven put the transparency into 
the mount upside down or back- 
ward. » 

_ It works thusly: the transparen- 
\cy which comes out of the back of 


You've never heard it so good — 
and Pulse bears us out by rating 
WBNS radio first in 315 out of 360 
quarter hours Monday through 
Friday —6 a.m. to midnight. And 
when you hear sales coming from 
1,707,400 folks with $3,034,624,000 
—that's “good hearin’ ” 

Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


our camera has a triangular tab on 
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one side. This odd shaped transpar- |tific developments on the part of 


ency matches a similarily shaped 
mount. Thus you can’t possibly 
close the mount unless the trans- 
parency is put in it correctly. Later, 
when you get to the projector, 
the slide carrier is designed so the 
mount can go in only one way. 
Presto! All slides are always pro- 
jected correctly. 

Of course, the solving of this 
little problem was nothing com- 
pared to the much bigger ad- 
vancement we brought out at the 
same time—finished black and 
white slides ready to project a 
couple of minutes after you take 
them. 

In case you are unacquainted 
with it, we are enclosing a couple 
of pieces of literature. And, if 
you’d like any specific informa- 
tion, please drop us a note. 

Meanwhile, let me repeat, we 
got a chuckle out of your editorial, 
and know just how you feel. That’s 
why we licked the problem. 

Stanford Calderwood, 
Advertising Manager, Polaroid 
Corp., Cambridge, Mass. 

© . 7 


Okay tor Schick; Who Else? 

To the Editor: So be it. Warwick 
& Legler are the legitimate par- 
ents and custodians of the “cotton 
test” idea (AA, Oct. 28), and can 
sell this baby to Schick (the 
would-be kidnapers), Remington 
Rand or any other comer willing to 
meet the price. 

The legal question is settled, 
but an ethical question now ap- 
pears, How can a test that once 
“proved” that Schick gives the 
closest electric shave available 
now “prove” the same in behalf of 
Remington—or anybody  else— 
without being (whisper the word) 
rigged? 

Perhaps one of the interested | 
parties will come out from under 
the lint and fuzz of that short- 
staple cotton and have a crack at 
explaining this away. H’mm? 

A. C. Bermel, 
Forest Hills, N. Y. 


7 . 
Cheers Editorial About 
‘FCC Monopoly’ Report 

To the Editor: Three cheers for 


your editorial “The FCC Monopo- | 


ly” report (AA, Oct. 14). 

This is the first safe and sane, 
middle of the road, comment I 
have seen on the Barrow report to 
date. All other expressions I have 
read have been largely pros and 
cons on a matter which, obviously, 
must remain in study for a great 
many months before definitive an- 
swers can be reached. 

Thanks for helping shed some 
light on this subject. 

Lawrence H. Rogers Il, 

WSAZ Inc. Huntington, 

W. Va. 


Hurrah tor Eggheads 

To the Editor: Three cheers for 
your editorial on the egghead. 

The “hard-headed realist” may 
provide a stable base for our so- 
ciety, but I daresay it’s the egg- 
head who keeps that society from 
stagnating. 

Indeed, some of America’s most 
famous practical men might well 
qualify as eggheads—for example, 
Ben Franklin and Alexander 
Hamilton. 


Shirley Katzander, 
Director of Promotion, The 
Reporter, New York. 


Commemorative Stamp Honors 
Journalism, Press Freedom 

To the Editor: We agree whole- 
heartedly with Stanley E. Cohen 
in his report “This Week in Wash- 
ington” which appeared in the 
Nov. 4 issue of ADVERTISING AGE. 
We feel that the celebrating of the 
International Geophysical Year is 
of extreme importance and is 
worthy of special recognition, es- 
specially in light of recent scien- 


the Russians. 

We also feel that the profession 
of journalism and freedom of the 
press are equally important. The 
commemorative stamp which Mr. 
Cohen refers to was issued by the 
Post Office Department with the 
following statement: 

“A stamp honoring Journalism 
and Freedom of the Press to be is- 
sued in September 1958, on the 
50th anniversary of the founding 
of the School of Journalism of the 
University of Missouri.” 

We feel most flattered that in 
honoring the profession of journal- 
ism and freedom of the press, of 
which advertising is an integral 
part, the federal government sees 
fit to do so on the occasion of the 
founding of our School of Journal- 
ism. 

Samuel A. Montague, 
Executive Director, 50th An- 
niversary Celebration, School 
of Journalism, University of 
Missouri, Columbia. 


bg In selling stationery and office equipment 


The DEALER (and his salesmen) DETERMINES ime BRAND 


As the recognized authority on office supplies 

and equipment in his community, the dealer is the 
basic influence on brand selection. The dealer — and 
his salesmen — are the people you must sell 

to move your merchandise at the retail level! 


OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! 


Write today for your own OA Sales 
Planning Handbook, the first authoritative, 
census-based study of the office equip- 
ment industry ever made. Available from 
any OA office for $5. 


Orrice APPLIANCES 
@ 600 W. JACKSON BLVD., CHICAGO 6, ILL. AbD 


NEW york " LOS ANGELES SAN FRANCISCO 


He works in downtown 
Los Angeles... 


...but he and his family live — and make their buying decisions 
— in the Greater Los Angeles “Hometown” Market. And 25% 
of the people in Greater Los Angeles live in communities 
served by COPLEY Newspapers. For coverage where it 
counts, advertise in these COPLEY “Hometown” Newspapers: 


ALHAMBRA POST-ADVOCATE 
BURBANK DAILY-REVIEW 

CULVER CITY EVENING STAR-NEWS 
GLENDALE NEWS-PRESS 


MONROVIA DAILY NEWS-POST 
REDONDO BEACH —DAILY BREEZE 
SAN PEDRO NEWS-PILOT 
VENICE EVENING VANGUARD 

No 

“The Ring of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering Greater Los Angeles — Springfield, illinois — 
Northern Illinois — and San Diego, California . . . All the local and national news plus the 
COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST HOLLIDAY CO., INC. 
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Eastman Kodak Slates Drive =| Thompson Co., New York. 
to Boost New Product Labels The labels, Goodstix product 
Eastman Kodak Co., cellulose | identifiers, are shown being ap- 
products division, has scheduled |Plied to General Electric steam 
b&w page ads in Canadian Plastice, | TOMS. Copy mentions that the la- 
Modern Plastics and Plastics Pa-|bels can be applied 1,500 to 1,800 
rade and a four-color page in Feb. | Per hour instead of 360. A new dis- 
15 Business Week featuring new-|Penser removes the label backing 
type product labels on Kodapak automatically. Formerly, the back 
sheet by Goodren Products Corp. | W@S removed by hand. 
Kodak’s agency is J. Walter | 
| AMA Publishes ‘Marketing's 
Role in Scientitic Management 
The Only 
FULL-TIME 


The American Marketing Assn., 
|Chicago, has published “Market- 
50,000 Watt 
Station in 


ing’s Role in Scientific Manage- 
Dallas - Ft. Worth 


ment,” the complete proceedings of 
ASK A BRANHAM MAN 


the association’s 39th national con- 
ference held in Detroit last June. 
Editor of the publication, Robert 
L. Clewett, school of business ad- 
ministration, University of Mich- 
igan, has grouped the papers 
|}under three major headings—mar- 
| keting management, marketing re- 
|search and the economic horizon. 
Price of the 610-page book is $3 
| to members, $5 to non-members. 


Making it tough 
for others 
who want the “line”’— 


Shrewd advertisers have long realized 
that the photoengraver is a mighty im- 
portant factor in getting maximum 
attention for advertising among the 
competing multitude in today’s publi- 
cations... That ROGERS-crafted 
photoengravings make it tough for 
competition is evidenced by the in- 
creasing number of result-seeking ad- 
vertisers who know that the life, vigor 
and allure of their original copy will 
be reproduced in copper by ROGERS 
master craftsmen. 


ROGERS 


engraving company 
2@0@l enlumet avemue + chicage 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


BABIES 
Le) Cc PER 


POUND 


RIDICULOUS YOU 
SAY? WE AGREE! 
THERE ARE JUST 
SOME THINGS YOU 
CAN'T PUT A PRICE 
ON, AND 


HEAVY DUTY 


“ STOPLIGHT 
Sipe eam Brorkaw0y wires 
— “Gp IS ONE OF THEM! | 


~ € 


ree THREAD SIZE 1S PEALE 
y” MPT REDUCING POSSIBILITY 
OF BREAKAGE! 

Ferg 1200 HEAVY DUTY STOP. 
es 


LIGHT SwiTcH 
wiih 


Berg Swit ee 
ficiep foe FU 
Mion AMD (FAH 
TEMAS AMD CONTACTS art 
Sav t 1O muNmTE COR 
wyEe nS TO REDUCE FLECTHN 
Cab REMSTANCED 


erg MEAVY DUTY treckowey sror 
GMT SWITCHES CAM SE EADHY 
SERVICED OM THE FreLe” 


Berg SWITCHES Ant DESIGNED 
FOR y win 
25 AMP. CAPACITY 
Sie ~ Tl 
BLED Ab ymin’ 
| 12 berg Uses 
4 mTACTS ame aay KwensBOsD g — 
within THE Sw 

TcH TOO... 

Remember! You must hove « SERVICE STOPLIGHT SWI 
Borg HEAVY DUTY Eveready SERVICE STOPLIGHT SWITCH 
gives you longer life and greeter dependedsliy! 


Rated at 25 amp. continveus duty. Will sefely carry wp 
te 8 Steptight food vader sustained opereting 


C2 


Eee Petes ee Werchewed im Chivmge, Govier, Los Angeten, San Pimesiven, Onitin, Portions, Oregon, and in Toren Cetera, Concde. 
iG 


ALi MECESSART TERMINALS, wos 
ALL SWITCH COMMECTIONS ARE AMO (NSMAATORS ARE INCLUDEDT 


UMTEORAL 


Lapois comtTact 


WIRING TERMINALS ARE POS 
TIVELY SOENTIFIED 


PART "0. 
sme 
Further informetion—See your BERG DISTRIBUTOR or Write Direct to: 
MANUFACTURING & SALES CO., INC. 


1742 Beuth 1@, Utineote 


DISTURBING POINT—Gene F. Murray, vp. Al Maescher Advertising, 
St. Louis, nominates this “infamous piece of space” in business 
| papers for “top honors in your Advertising We Can Do Without” 
series. Again, this is a matter of good taste rather than misleading 
or deceptive advertising, with which this department is primarily 
concerned, but we’ll accept the nomination for this far-fetched copy. 


One-Shot TV Show Measurably Influenced 
Viewers’ Attitudes Toward Edsel, TvB Finds 


New York, Nov. 19—How is|terviewed before the show. A 
|the potential customer affected by|comparison of non-viewers with 
lexposure to a single television|their pre-broadcast matched 
program? neighbors showed no appreciable 
To find the answer to this ques-|difference either in terms of 
tion, the Television Bureau of Ad-| knowledge about the car or atti- 
vertising assigned Qualitative Re-/| tude toward it. # 

search to make a special study 


Advertising Age, November 25, 1957 
Advertising We Can Do Without... No. 29 | 
‘Aping of Success 

to Turn Fast Dollar’ 


Craig Hits TV's 


New York, Nov. 19—Television 
was subjected to a going-over by 
four top agency vps at a meeting 
of the New York chapter of the 
Academy of Television Arts & Sci- 
ences last week. 

Two were dissatisfied with the 
current levels of the medium, one 
thought tv was doing a pretty good 
job within its limitations and the 
fourth came up with a strong de- 
fense of television. 

The dissatisfied admen were 
Walter Craig, of Norman, Craig & 
Kummel, and Hal Davis, of Grey 
Advertising Agency. Mr. Craig 
lamented the fact that the industry 
generally is “guilty of trying to 
turn a quick dollar too fast in tele- 
vision” by attempting to ape a cur- 
rent success. 

While this strategy may get a 
high rating, it means the death of 
showmanship, Mr. Craig warned. 
Mr. Craig, who opened his speech 
by ironically deprecating himself 
as the “guy that picked the ‘$64,000 
Question’ and lost the account,” 
also spoke out against the kind of 
scheduling that puts western after 
western or quiz show after quiz 
show to keep the carryover audi- 
ence. He called for more variety in 
programming. 


® Mr. Davis got one of the biggest 
laughs of the day with this sug- 
gested formula for the sure-fire 
television hit: A cowboy sitting 
on a stool in an isolation booth. 
On a more serious note, he pre- 
dicted that the present trend to- 
ward the limitation of program- 


Gabriel 
does 
it! 


See page 98 


based on the Crosby-Sinatra tele- 
cast (CBS) introducing the new 
Edsel. 

Telephone interviews were con- 
ducted with 618 homes in New 
York, Chicago, Philadelphia, Bos- 
ton, Baltimore, Washington, At- 
lanta, Syracuse, Pittsburgh, Co- 
lumbus and Cleveland. 

The first wave of calling start- 
ed 90 minutes before the show, to 
find out what people knew about 
and how they felt about the new 
Edsel before they had a chance 
to see the tv commercials. 


@ The second wave of phoning 
started right after the close of the 
show and continued for 90 min- 
utes thereafter, to find out how 
much information people  had/| 
picked up about the Edsel and 
how they felt about the car after | 
seeing the tv sales pitches. 

The bureau’s technique for ar- 
riving at a standard of compari- 
son for the show's influence on 
people was to make two sets of 
matched pairs—(1) the non-view- | 
ers of the show with their neigh- | 
bors and (2) viewers of the hour | 
of Crosby and Sinatra songs with | 
their neighbors—and then note) 
how the two sets of samples dif- | 
fered in their reaction. 


*WJAR-TV Area Per 


=" 
---" 
- 


® In general the study showed that | 
viewers of the program knew 
more about the Edsel and were! 
more inclined to consider it a 
“very good” car than their 
matched neighbors who were in- 


You Can’t Sell Em If You Don’t Reach 'Em 
and WJAR-TV Reaches More Of Em 
in The Providence Market “ 


SUMMARY DATA* 


Lame | “mee | come | comite 
WJAR-TV | 1,186,410 | 593,890 | 
STATION B 706,140 448,390 


/ 
/ 


WEEKLY 


“WJAR-TV 


CHANNEL 10, PROVIDENCE, R. I. 
Represented by Edward Petry & Company, inc. 
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Craig Ule Davis 
AGENCY THREESOME—Walter Craig. of Norman, Craig & Kummel; 
G. Maxwell Ule, of Kenyon & Eckhardt, and Hal Davis, of Grey | 
Advertising Agency, huddle befure addressing a meeting of the | 

Academy of Television Arts & Sciences in New York. 


ming ideas will not long continue. , . 7 weet 
“We still haven't licked the| Steiner is president, and Lee Liv- 


quantity problem,” he said. “What | ingston is vp. 


we need in television are show-| 
men.” The agency man suggested 
that some of these showmen might 
be men in agencies whose ideas 
are not now being made use of. 
Mr. Davis said that self interest 
and the need for economy will 
force agencies back into the pro- 
gramming and production area. 


es G. Maxwell Ule, of Kenyon & 
Eckhardt, described himself as a| 
confused defender of the medium, 
which he thinks is de'.ig about as 
well as can be expcc‘ed in view of 
the enormous amount of time to 
be filled and the “generally low 
order of the creative people.” 

He emphasized that an agency 
must concentrate on the basic, 
consideration of what television 
can mean in the way of sales and 
profits for the advertiser. An agen- 
cy must concentrate on getting the | 
commercial to enough people and 
to the right kind of people if it 
wants to keep an account, Mr. Ule 
pointed out. 


® Nicholas E. Keesely, of Lennen | 
& Newell, came up with a spirited 
defense of television, which he) 
said “should count its blessings 
and start talking about them.” He 
said the industry is bad at pub-| 
licizing itself. 

Mr. Keesely did not attend the 
meeting; his speech was read by | 
Terry O’Sullivan, tv announcer. | 

Mr. Keesely, who recently had 
an opportunity to watch tv in Eu- 
rope, said American tv viewers 
“never had it so good” as in this 
season of diversified entertainment 
values. He argued that viewers 
must be getting satisfaction out of 
television or they would stop look- 
ing, and he noted that sets-in-use 
are up for key peak viewing peri- 
ods this year over last. 

The agency executive said he 
was sick of hearing so much about 
the air being filled with westerns, 
which are there only because the 
people seem to want more of 
them. + 


Bacon Publishes 6th Annual 
‘Publicity Checker’ 

R. H. Bacon Co., 14 E. Jackson 
Blvd., Chicago, has published the 
sixth annual “Bacon’s Publicity 
Checker.” The new checker fea- 
tures a permanent numbering sys- 
tem for its listings of 3,447 busi- 
ness, farm and consumer maga- 
zines in 99 market groups. As in 
previous editions, it also is coded 
to show what type of editorial ma- 
terial each publication wishes to 
receive and publish. 

The 320-page book, with a spiral 
plastic binding and fabricoid cov- 
er, is priced at $18. 


Steiner Adds Livingston 

Steiner & Kahn, New York sales, 
advertising and direct mail coun- 
selor, has changed its name to 


... by costly delays when your présenta- — 
tions, booklets, sales portfolios, film 
Strips Or surveys are prepafed under 
one roof. Our complete staff of artists, 
designers and production people stands 
teady to meet your toughest deadline. 
GRAPHIC ARTS CENTER, INC. 

ae 8 J 3ow 29 ST, NYC i + MUrray Hill 4-1108)_ 
Presa We Me b3 ye sis cat a ae 


TA pce se a: 


Steiner & Livingston. William 


A GOOD AD CAMPAIGN 


... But good Merchandising at the 
Point-of-Sale puts money in the till. 
And there’s where we really shine. 
For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 
the desire to buy whatever service or 
merchandise they had to sell at the 


point-of-sale. Right now, we are ready 


Merchandising « the POINT-OF-SALE 


* Lithographed dispiays for indoor and outdoor use * Animated Displays 
© Cloth and Kanvet Fiber Banners and Pennants « Mystik*® Seif-Stik Displays 


* Mystik* Can and Bottie Holders * Mystik*® Geif-Stik Labeis « Squee-zei* 


* Econo Truck Signs * Booklets and Foiders « Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


DELIVERS PLENTY ruat MEETS THE EYE 


to prove we can do the same for you. 

If your present campaign is drib- 
bling along, our nation-wide organiza- 
tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion ...a year-around 
program for better Merchandising at 
the Point-of-Sale. 


Trademark Mystik Registered, 
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Butterick Names Two 


Lawrence Ash, formerly retail 
sales manager of Butterick Co., 
New York, has been named sales 
manager of its pattern division. 
John Sweeney, formerly general 
manager of the company’s Cana- 
dian pattern division, has been 
named promotion manager in the 
U.S. Both will report to George M. 
Stevens, recently appointed direc- 
tor of sales and promotion. 


Marie does t 
FASTER... 


complete mailings, multi- 
raphing, oy re 
ng, addressing, fill-in on 
apaarapnee letters, 
planographing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast deli 
ALL WAbash 2-8655. — 
The tua 
431 S. Dearborn St 5, Ul. 


‘Make Package Part 
of Ad, Sales Effort, 
Nordstrom Advises 


Cuicaco, Nov. 19—More use of 
“cooperative copy”—which dove- 
tails selling messages in ads and on 
packages—was urged last week by 
Gustav L. Nordstrom, executive di- 
rector of the Folding Paper Box 
Assn, of America. 

Speaking to the Chicago Feder- 
ated Advertising Club, Mr. Nord- 
strom said “the successful product 
today is one that builds a team of 
advertising and packaging. 

“The American housewife is vot- 
ing overwhelmingly for self serv- 
ice by spending one out of every 
|five retail dollars in supermar- 
'kets,” he continued. “This means 
| that advertising must presell the 
ey and packaging, at the 
point of purchase, must recall your 
message and stir the desire to buy.” 

Mr. Nordstrom also urged coop- 
eration between advertisers and the 


How to knock 

on the doors of 
almost 150,000 
advertising and 
marketing executives 


...FOR AS LOW AS $5 PER WEEK 


Amazing, but true — you cando it with a 
classified ad in Advertising Age. Minimum 
charge $5. Ad Age is read each week by almost 
150,000 top marketing men — men with the 
authority to buy or sell immediately as they 


see fit. Your ad gets 


Use This Space to Print or Type Your Classified Advertising Message 


fast action. Try it. 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| of advertising, he said, and he pre- 
|dicted that in the next ten years 


Look at the List Price 


ITS THE NET YOU PAY THAT REALLY COUNTS 
The price is right if it's Lily White... Notbing to bide it's in black and white 
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RODENFELS CHEVROLET CC. 
355 'W Broad & 


BOBB CHEVROLET CO 


621 Parsons Ave. 


PAUL DAVIES CHEVROLET INC 
22 Cleveland Ave. 


LOVE IN COLUMBUS—Imagine a Ford dealer publicly 
cheering three Chevrolet dealers? It happened in 
Columbus when the full-page newspaper ad at left, 
placed by Byer & Bowman for three local Chevro- 


THREE CHEERS 


FOR THREE 


j Chevrolet Dealers 


Now supporting MEDICK-FORD’S year old policy! 


MEDICK CONTINUES WHAT 
IT STARTED A YEAR AGO!!! 
On All New 1958 Fords 


‘A yom age, Modich-Ferd started th compeige of pricig al new Fords at 


( 


‘FACTORY SUORESTED BELIVURED 
mendations With Medich) published price lint) the buyer ei weys teow: “ERE fo, tocmenene 
where be stamds There) no wheel ond dette so habe cout ne intioted wets. SEE TS 


nated ° it~ sae) 

Vb See eee 

Gut fer many. many mentin, Medich did WH cione Mow Medich is very fede Seder nee 
Meppy te see thet three loca! Chevrolet éeater: are jommung the compere — a) ane 
TO wre pon 6 bette here deo hete Sete od 
‘ate Fates et oe 

Whee you purchase you new Sf Ford lt mete: quod seme te dee! with ha — 
Meodich Ferd where you buy at the ofticia factory wqgerted Setrrered prs Vee Seder aes oe 
-ee le, g, City - et em A =— 
pare ane it te awe when you purchase o St mode! You never pays penny ete vaetene 288 oe 
fertne Comverntie ease 


mere Meme te pulsed price ot Miedich 
PRET! 12 NEW 1988 FoRDS 
TO 82 GIVEN AWAY . REGISTER AT 
MEOICH TODAY TOMORROW 
SaTuRDAY 
ee Se coe oom sors 808 tae 


Serr 
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MEDICK FORD 


Same Location Since 1922—2691 N. High St. at Arcadia 


Oren 600 A Mw TO ener M 
2691 WORTH HIGH STREET ot ARCADIA— SINCE 1977 MONDAY THROUGH SATURDAY 


peeeee wraney uuu adil 


let dealers, inspired the full page at right, placed 
by Radow & Alpers for Medick Ford. Both groups 
are interested in combating promises of “fantastic” 
deals for new cars. 


packaging industry in the fields of 
market research and creative seil- 
ing. 

He noted that a packaging indus- 
try survey revealed that food re- 


Gene Schiess, 


Gene Schiess Named 

formerly super- 
visor of “Philco Playhouse,” and a 
production executive with Ameri- | program manager. ’ 


|can Broadcasting Co., has joined 
Ogilvy, Benson & Mather, New 
York, in the new post of tv-radio 


tailers feel the single most impor- 
tant selling element of a good food 
package is a picture of the product 
in use. 


s “Pictures of happy children eat- 
ing cereal, a gay young couple 
drinking beer, or a mouth-watering 
portrait of chocolate cake exert a 
powerful sales influence,” he said. 

On a milline basis, the package | 
is among the least expensive forms 


the packaging industry will grow| 
from a $12 billion to an $18 billion 
business. 

“The most successful advertis- | 
ing,” he said, “is that which follows | 
through at the point of purchase— | 
that uses the package as part of | 
the advertising campaign.” + 


| 
| 
| 


| 

MacLaren Names Poole | # 

MacLaren Advertising Co., To- | 
ronto, has appointed W. H. Poole | 
director of marketing. He recently | 
has been vp of Canadian Economic 
Research Assn. and previously was 
with Young & Rubicam and Cock- 
field, Brown & Co. in research ca- 
pacities. 


Johnson Joins Wherry, Baker 
Harry A. Johnson has joined 
Wherry, Baker & Tilden, Chicago, 
as an account executive. He for- 
merly was with Campbell-Mithun, 
Chicago, as associate supervisor of 
the American Dairy Assn. account. 
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NORTH CAROLINA'S CHOICE BUY! | 


* 


GOES JOURNAL AND SENTINEL 
CIRCULATION 


100,949 


ABC PUBLISHERS STATEMENT 
ENDING SEPT. 30, 1957 


GOES WINSTON-SALEM 
CITY LIMITS POPULATION 


Now 
118,100 


You Can’t Cover \"CURRENT SRDS CONSUMER MARKETS 


oe 


TWIN CITY 


PP JOURNAL and SENTINEL 


WINSTON-SALEM 


MORNING SUNDAY EVENING : 
National Representative: KELLY-SMITH COMPANY 


1 am enclosing $ 


1 


Clip and mail 
this form to: 


State 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, 


Illinois 
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Gerard Swope, GE 
President for 20 
Years, Dies at 84 


New York, Nov. 21—Gerard 
Swope, 84, former president of 
General Electric Co., died at his 
home yesterday of pneumonia. Al- 
though retired, Mr. Swope kept 
regular office hours until last Fri- 
day, when he became ill. 

Born in St. Louis, he was inter- 
ested in electricity from boyhood. 
He was graduated from Massachu- 
setts Institute of Technology in 
1895 and got a job with Western 
Electric Co. in Chicago at $1 a day. 
Later he became a designer in the 
power apparatus department, and 
in 1901 he was sent to St. Louis to 
open an office for the company 
there. 

In 1906 he returned to Chicago 
to take charge of the power appa- 
ratus department. Two years later 
he became general sales manager 
of the company, in New York. In 
1913 he became vp in charge of 
manufacturing, engineering and 
commercial work in foreign fields. 

During World War I, he was a 
member of the general staff of the 
Army, serving as assistant direct- 
or of purchase, storage and traffic. 
For his service he received the dis- 
tinguished service medal and the 
French made him a chevalier of 
the Legion of Honor. 


® After the war he became presi- 
dent of the International General 
Electric Co., and in 1922 was elect- 
ed president of General Electric. 

When he took the helm at GE, 
the company sold only one product 
to the general public—incandes- 
cent electric lamps. All of its other 
products were for heavy industry. 
Mr. Swope launched the company 
into the production and sale of 
electric appliances for home use. 
He also was closely identified with 
the development of radio. He was 
a director of National Broadcasting 
Co., RCA Victor Co. and 15 other 
companies associated with the 
electric and power industries. 

In 1939, after 18 years as presi- 
dent, Mr. Swope retired, having 
reached the company’s mandatory 
retirement age of 67. Shortly after- 
ward he became chairman of the 
New York City Housing Authority. 
In 1942 he returned to GE as pres- 
ident for two years while Charles 
E. Wilson, his successor as presi- 
dent, served as head of the War 
Production Board. 


DONALD SIAS 

Mitt VALuey, CaL., Nov. 19— 
Donald Sias, 62, former publishers’ 
representative with Moloney, Re- 
gan & Schmitt, New York, died at 
his home here Nov. 17 after a long 
illness. 

Mr. Sias, a member of the Mill 
Valley city council until 1950, re- 
tired several years ago because of 
ill health. He was a past president 
of the San Francisco chapter, 
American Assn. of Newspaper 
Representatives, and a director of 
the San Francisco Advertising 
Club. 


AUDLEY BRINDLEY JR. 

New York, Nov. 21—Audley 
Brindley Jr., 33, an account exec- 
utive with Benton & Bowles, died 
yesterday at Stamford, Conn., aft- 
er a long illness. He was one of the 
foremost college basketball play- 
ers in the East in the 1940s, while 
a student at Dartmouth College. 

World War II interrupted his 
college career. He served in the 
Marine Corps as a second lieu- 
tenant and after the war returned 
to Dartmouth for his degree in 
1946. During 1946-47 he played 
professional basketball with the 
new Knickerbockers. 

He then joined General Foods 
Corp. for a time, and about five 
years ago became an account ex- 
ecutive on the GF account at Ben- 
ton & Bowles. 


Odell S. (Bob) Hathaway will 
be engaged in the most important 
mission of his life for the next 
year—that of leader of the out- 
door advertising industry in its 
fight against a growing horde of 
adversaries. 

Mr. Hathaway, who recently 
was elected to the rigorous posi- 
tion of president of the Outdoor 
Advertising Assn. of America, free- 
ly admits that the industry faces 
some critical times in the next 
year but warns that he will do 
everything in his power to save 
outdoor from its enemies. 

“The entire advertising field is 
under fire today,” he said, in mak- 
ing reference to the Baltimore tax 
on advertising. “There seems to 
be a reactivation of the brain trust 
theory of 20 years ago that ad- 
vertising is an economic waste. 
All media should unite and fight 


Odell S. Hathaway 


this threat together. Everything 
must be done to continue our 
present economy.” 


® His major objective as head of 
OAAA will be to resist and defeat 
any attempt by Congress to control 
or restrict outdoor advertising on 
interstate highways. Another goal 
is to spread far and wide the true 
story of the industry. 

“There is a certain bitterness 
by industry members against de- 
tractors who are influenced by 
emotionalism rather than fact,” 
Mr. Hathaway said. “Ambitious 
politicians and publicity-seeking 
do-gooders are our main enemies. 
Any time someone wants to make 
some headlines, giving outdoor a 
kick seems to be a sure-fire way.” 

The soft spoken OAAA presi- 
dent, who is a public relations 
consultant as well as the owner of 
an outdoor advertising company, 
described the hiring of a public 
relations agency (Hill & Knowl- 
ton) last year as “the most for- 
ward step taken by OAAA in its 
67 years. 

“The word billboard means ei- 
ther one of two things to the gen- 
eral public—good or bad,” he said. 
“It is our job to fully publicize 
the good things about outdoor.” 

Mr. Hathaway said he is an- 
ticipating more trouble from Wash- 
ington next year in the form of 
legislation to restrict or control 
outdoor, with most of the trouble 
coming from the industry’s chief 
bogey man—Sen. Richard Neu- 
berger (D., Ore.). (Sen. Neuber- 
ger’s bill, which was shelved by 
the Senate public roads committee 
three months ago, would have 
banned the construction of out- 
door signs along the proposed 41,- 
000-mile interstate highway sys- 
tem.) 

As an additional goal, Mr. Hath- 
away said he plans to continue 
the unity program established by 
Fred C. Beseler, his predecessor, 
which is to get all members of 
OAAA to join Outdoor Advertis- 
ing Inc., sales arm of the outdoor 
industry. He said that more than 
80% of OAAA members now use 
OAI services. 


s Mr. Hathaway was born into 


the outdoor field. 


You Ougtt to Know - O.S. Hathaway 


late Odell S. Hathaway Sr., owned 
a chain of movie theaters in New 
York state, and branched out into 
the outdoor field in 1903, when he 
formed the Middletown Poster Ad- 
vertising Co., Middletown, N.Y. 

“My father always loved out- 
door, but he hated show business 
—although most of his income al- 
ways came from the theaters,” Mr. 
Hathaway said. “He discouraged 
me from going into show business 
and encouraged me to get into 
outdoor.” 

The elder Mr. Hathaway was a 
member of OAAA from 1903 until 
his death in 1936. He served as 
treasurer of OAAA from 1927 
through 1930. 

Bob Hathaway was educated at 
Kentucky Military Institute, the 
University of Pennsylvania’s 
Wharton school of business ad- 
ministration and Albany Law 
School of Union University. He 
also attended the New School for 
Social Research, New York, in 
1945-46. 


® His first job after leaving col- 
lege came in 1924, when he joined 
the advertising department of 
Quality Bakers of America, New 
York. The next year he returned 
to Middletown to become manager 
of his father’s outdoor company. 
He purchased the company from 
his father’s estate in 1936 and has 
since operated it under the name 
of the Midport Co. 

From 1931 to 1936, Mr. Hatha- 
way also was associated with the 
State, Stratton and Show Shop 
Theaters as managing director. He 
established his pr consulting busi- 
ness in 1946. “It is a one-man 
shop,” confides Mr. Hathaway, 
“and much of the advice I give is 
on fund raising activities.” 

The rugged-looking (5’ 11”, 185 
Ib.) OAAA president, who set 
swimming records while a Uni- 
versity of Pennsylvania student, 
is a youthful 55. He has long been 
a leader in outdoor activities in 
New York and nationally. From 
1941 to °48, he was president of 
Outdoor Advertising Assn. of New 
York and has served as secretary 
and treasurer of that organization. 

He has held posts with OAAA| 
as director, representing New York | 
state, chairman of Region 2-A, and | 
for the past three years as chair- 
man of the public policy commit- 
tee. He was elected vp in 1955, 
and moved up to the presidency 
at the New Orleans convention 
when Fred Beseler stepped up to 
chairman of the board of OAAA. 


« Mr. Hathaway also keeps very 
busy with civic and business af- 
fairs in Middletown. He is a mem- 
ber of the Kiwanis Club and the 
Chamber of Commerce, both of 
which he formerly headed as pres- 
ident. He is a past president of the 
Middletown Convalescent Chil- 
dren’s Home, and a member of 
numerous other civic and business 
groups. 

He devotes most of his leisure 
time to collecting books and pho- 
tography. He probably owns the 
largest collection (several thou- 
sand) of books, programs and other 
material relating to the outdoor 
industry. He is an avid reader of 
history books and is a member of 
12 historical societies. 

He lives with his wife, Con- 
stance, on a farm. He confesses 
that he gave up golf 17 years ago 
but stays in good shape by doing 
a variety of chores. The Hatha- 
ways have a married daughter, 
Mrs. Edward B. Thayer II, and 
two grandchildren. + 


Polk Bros. Buys Retail Store 
Polk Bros., Chicago appliance 

dealer, has purchased Sanders Ap- 

pliance Co., Joliet, Ill, its first 


His father, the| 


|store outside Chicago, bringing to 


five the number of retail outlets. 


Ruppert Beer 
Account Goes to 
Compton—Again 


(Continued from Paye 1) 
Biow resigned Ruppert, and iater 
resigned Schlitz after a person- 
ality conflict developed between 
Messrs. Biow and Toigo. The 
Schlitz account was then picked 
up by J. Walter Thompson Co. 

Biow then re-entered the bid- 
ding for the Ruppert account, but 
Ruppert named Warwick & Leg- 
ler, after apparently giving the 
account to Compton and then 
changing its mind over the week- 
end. 


= Ruppert’s budget has not var- 
ied substantially over the past few 
years. About 50% of its $3,000,000 
ad investment goes into television, 
18% into newspapers, 7% into out- 
door, 2% into business papers and 
13% into point of sale. 

Ruppert’s sales in ’56 were $32,- 
903,453, and it reported a net loss 
of $175,852. In °55 it did $33,478,- 
275 in sales and had a net profit 
of $601,212. 

With the removal of the New 
York Giants to San Francisco, 
Ruppert will have more money 
next year to throw into other me- 
dia. It sponsored the Giants games 
on tv during ’55, 56 and °57. Cur- 
rent reports are that a re-pack- 
aging job is in the works, and that 
next year’s ad budget will be 
stepped up, especially in the met- 
ropolitan New York market. It 
is also reported that Ruppert ex- 
ecutives are studying plans for 
product diversification. 


s Last summer Ruppert and An- 
heuser-Busch discussed the sale 
of the Ruppert plant to the St. 
Louis brewer, but negotiations fell 
through. Shortly thereafter, Mur- 
ray Vernon, Ruppert’s chairman 
and principal stockholder, bought 
controlling inter- 
est in the brew- 
ery. Mr. Vernon 
is the son-in-law 
of the late 
George Ruppert 
and a director of 
the latter’s estate, 
which holds 126,- 
000 common 
shares in the 
brewery. Mr. 
Vernon is also 
president of 
S.E.&M. Vernon Inc., producer of 
loose leaf and blank books at its 
plant in Elizabeth, N. J.; its annual 
sales are $10,000,000. 

Ruppert currently is reported to 
hold a slight sales lead over other 
beers in the New England states, 
largely, it is said, through the 
Katz outlets. But it dropped from 
fourth to fifth place this year in 
metropolitan New York, largest 
market in the country, where the 
big five are Liebmann, Ballantine, 
Schaefer, Piel and Ruppert (for 


Murray Vernon 


story on Ruppert-Piel rivalry, see 


Page 91). 

During the first six months of 
1957, Ruppert reported net profits 
of $53,412 on net sales of $16,282,- 
312. This compares with a net loss 
of $25,950 on sales of $15,598,390 
in the first half of °56. 


® The Ruppert story goes back to 
1860 when Franz Ruppert, a Ger- 
man immigrant, launched the Tur- 
tle Bay Brewery near the East 
River at 45th St. He taught the 
art of brewing to his son, the first 
Jacob Ruppert, who in 1867 bought 
a tract of woodland on 92nd St. 
He cleared the timber himself, and 
began business as Jacob Ruppert, 
brewer. In his small 2,500 sq. ft. 
brewery he produced 5,000 barrels 
of beer during his first year in 
business. 

By 1890, when his son, Jacub 
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Jr., became general manager, the 
| Ruppert plant was producing 300,- 
000 bbls. a year. The younger Ja- 
cob Ruppert went on to fame and 
fortune as Col. Ruppert, a military 
title largely honorary. He was 
owner of the New York Yankees 
(the Ruppert Rifles) baseball team 
during the fabulous day of Babe 
Ruth and Lou Gehrig. The colonel 
also dabbled in politics and served 
four terms in Congress. He enjoyed 
the reputation of being a playboy 
with gargantuan appetites and 
great adroitness in avoiding un- 
favorable publicity. 


® Following the colonel’s death, 
his brother. George, who was ad- 
mitted to the bar, but who went 
into the brewery business instead, 
took over management of the Rup- 
pert plant and served as its pres- 
ident from 1939 to 1945, when he 
became board chairman. He served 
as vp and a trustee of the baseball 
club, and, upon his brother’s death 
was offered the presidency of the 
Yankees. But he turned it down to 
concentrate on the management 
of the brewery. 

George Ruppert died in 1948, 
and was succeeded by Frederick 
Linder, who started his career 
with the brewery in 1911 as an 
office boy. He was made treasurer 
of the company in 1934 and also 
served as treasurer of the Yankees 
during Col. Ruppert’s ownership 
of the club. 

In 1956, Kenneth P. Steinreich, 
exec vp, was elected president to 
succeed Mr. Linder upon the lat- 
ter’s death. 

Previously, in 1954, Herman 
Katz, who had been vp and sales 
manager of the brewery for five 
years, and who was credited with 
having performed something of a 
sales miracle in pulling lagging 
sales up, suddenly quit. Ill health 
was given as the reason, but it was 
generally known that a _ serious 
factional dispute had disrupted the 
management. 


@ When Mr. Katz joined Ruppert 
in 1949, ApvertistInc AGE reported 
(AA, Sept. 13, '54), the brewery 
had a deficit of $1,662,465. Its bar- 
relage that year was 1,078,884. For 
the first six months of 1954, Rup- 
pert reported a net profit of $480,- 
000. Its production in 1953 was the 
highest it had been in more than 
ten years (2,005,000 bblis.). In- 
cidentally, Ruppert’s capacity is 
2,500,000 bbls., and packaged beer 
represents about 65% of its sales. 

A curious sidelight in connec- 
tion with Mr. Katz’s association 
with Ruppert is that he drew no 
salary. Instead, he received brok- 
erage fees from all sales in Con- 
necticut, Massachusetts and Rhode 
Island through his New England 
wholesale distributing organiza- 
tion, the Country Club Soda Co., 
Springfield, Mass., which he start- 
ed in 1935. In 1952 he was report- 
ed to have received $230,000 in 
brokerage fees from Ruppert, and 
in 1953, a total of $280,000. Rup- 
pert’s president, F. M. Linder, was 
reported to have received $54,000 
in ’53. 


® In ’54, the year Mr. Katz with- 
drew as head of Ruppert sales— 
but not as its New England broker 
—barrelage fell from °53’s high of 
2,005,000 to 1,769,000, and the 
brewery fell to llth place among 
the 25 leading producers. In °'53 
Ruppert had been in 9th place. 

In '55 and °56 it ranked 14th 
among the top 25, but its sales 
continued to shrink. In 1955, Rup- 
pert sales were 1,638,000 bbls. and 
in 1956 they dipped to 1,539,000 
bbls. + 


KMA Promotes Hamilton 

Cecil H. Hamilton Jr. has been 
named sales manager of _KMA, 
Shenandoah, Ia., radio station. He 
has been on KMA’s sales staff 
since September, 1956. Prior to 
that, he was district sales manag- 
er for Ralston Purina Co. in south- 
| western Iowa. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge 
lines 


$5.00, Cash with order. Figure all cap 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 


date. Display classified takes card rate 
discounts, size and frequency apply. 


HELP WANTED 


. AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING JUNE 30, 1957 


of $17.75 per column inch, and card 


39,430 


POSITIONS WANTED 


ARTIST 
Advertising Agency offers simple, leisure | 
small town living. Wonderful place to | 
raise a family. Good salary for compe- | 
tent layout artist who can also do pro- | 
duction and some finished art. Will have 
the advantages of profit sharing, hospi- 
talization and insurance plans. Give full 
resume, include salary, age and samples. 


Box 1015, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!! 
202 S. State St., Suite 1302-4 
~~ ADVERTISING ART SALESMEN 
MIDWEST REPRESENTATIVES 
For one of New York's leading studios. 
Established 12 years, with many leading 
midwest clients. Opportunity to grow 
from ground floor in Midwest Area. Write 
stating experience in advertising or sales, 
compensation, etc. Interviews arranged. 


Box 1046, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
~~ MARKETING RESEARCH ANALYST 
Junior market analyst for staff position 
in expanding New York City market re- 
search organization. Requires experience 
in sampling techniques and analysis, pref- 
erably store audit data. Ability for anal- 


| seme RELATIONS DIRECTOR—Ten 


years industrial PR administrative ex- 
perience all phases of newswriting, pub- 
licity, internal-external communications, 
magazine-writing editing-publishing, pro- 
motion, speech-writing, top management 
administrative assistant. Metro newspa- 
per, press association background. Pre- 
sently employed PR dept. head large na- 
tional industrial organization. 36, married, 
sober, responsible, personable, nationally- 
known in PR, industry, media fields. 
Seeking opportunity for advancement on 
work merit. 
Box 1038, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


“LOW-COST CASE HISTORY REPORTS 
Former PR-AD account executive now 
free-lancing. Headquartered Pittsburgh, 
will go anywhere. Quality photographer 
colleague. Write for samples, rates. 

Box 1025, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


PUBLIC RELATIONS - PROMOTION | 
Presently PR Director for corporation of 
international repute. Fame established on 
sound, full scale PR program with ideas 
and services which stimulate sales and 
build profits as well as prestige and good- 
will. Program includes advertising and 
sales promotion as well as community, 
trade and media relations and publicity. 
Also have Association and Educational 
PR and actual Management experience. 
Talent for making new contacts—getting 
things done. Can relocate, travel. Let's 


ysis & development of market research | talk 


studies essential. Age 25-35. Please reply 
including salary requirements in Ist letter’ 
Box 1066, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
~~ ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA.7-1991 Chicago 
EXPANDING WISCONSIN AGENCY 
needs copy writers, artists, account men 
with merchandising experience. Excellent 
future for right men. Send got res- 
ume, recent and of 
work. 
Box 1048, ADVERTISING AGE 
200 E. Illinois St., _ Chicago 11, Illinois 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


~~ADVERTISING SPACE SALESMAN 
To cover important billing territory for 
fast-growing trade magazine. Challenging 
opportunity and fine future offered to 
man who will headquarter in Chicago, 
travel Midwest and do thorough, respon- 
sible job. Write fully and immediately, 
please. 

Box 1049, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MOLENE 
Public Relations 

Copywriters Advtg Managers 
Artists Media Production Service 
“All ts grist which comes to our mill” 
Andover 3-4424, 105 W. Adams 8&t., Chgo 3 


ADVERTISING SALESMAN 
Long established business publication in 
paper field. New York City and area. 
Experience in paper or board and its 
products, equipment or supplies helpful. 
Car necessary. Salary and or commission 
open. Please write fully 
Box 1050, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois: 
MARKET RESEARCH ANALYST 
Chicago marketing firm needs man ex-| 
perienced in analysis of markets. Should | 
be used to coordinating with motivation | 
research and market research firms Ad- | 
vanced degree in business, marketing or | 
statistics preferred. Salary open one 
full resume in confidence to: 
Box 1047, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
i 


Editors 


MARKET RESEARCH = ~~ 

Field Supervisor 
Career man-ready to advance to added | 
responsibilities in rapidly expanding NY | 
research organization. Some experience 
in conducting or supervising field inves- | 
tigations, preferably store audits. Age 24- | 
31. Single, some travel. All replies con- 

fidential. 

Box 1065, ADVERTISING . 

480 Lexington Ave., New York 17, 


| 
xy._| 


Box 1039, ADVERTISING AGE 
200 E. Illinois St., Chicago ll, Illinois 


COPYWRITER 


We think highly enough of this young | 


copywriter’s ability and potential to place 


this ad for him. Changes in our organi- | 


zation chart abolish his job. We recom- 
mend him. Can you use him? 
Box 1044, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Advertising-Marketing Executive 
Alert, aggressive 4-A account executive 
experienced in marketing, sales promo- 
tion from agency and advertiser levels. 
Strong food, beverage, household fields. 
Capable, seasoned; holds old accounts, 
develops new business. Excellent record: 
success stories on creative copy, mer- 
chandising. Complete resume air-mailed. 
Prefer Mid-West, South-West or West. 
Box 1054, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DESIGNER (package, label, etc.) seeks 
flow of small freelance projects. 
Box 1051, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER $9,000-$11,000 
Midwest office of 4-A — seeks writer 
with B/G in national magazine and news- 
paper advertising. For confidential repre- 
sentation, contact— 

GEORGE E. PYLKAS 
Executive bysctess I Consultant 

CADILLAC ASSOCIATES, INC. 

220 S. State St. - Chicago + WA 2-4800 


LAYOUT ARTIST WANTED 


We need an A-1 layout man with a 
knowledge of the production of art 
for advertising. Some finished would 
be helpful. Layout is a MUST. 

Ours is a owing, progenies 
agency staffed with a 13 Art 
Department whose $7, 000,000 plus 
billing is mainiy with industrial ac- 
counts. We also have offices in Chi- 
cago, Kansas City and Des Moines. 


Should anyone desirous of locating 
in the Midwest 129 miles from Chi- 
cago fill our requirements, he will 
live in a town of 50,000 which has 
excellent housing conditions, mod- 
ern schools, recreational facilities, 5 
to 15 minutes from home to office, 
ae participate in active community 
e 
Send brief résumé, samples and 
salary requirements to: Mr. Harold 
Bramble. Art Director, Biddle Ad- 
yertiaing Company, Bloomington, 
nois. 


perience is essential. Location: 


480 Lexington Ave.. 


ADVERTISING—PROMOTION 
MANAGER WANTED 


Flexible Packaging Materials 


Rapidly expanding company requires young man, 28-36, to sup- 
plement our creative selling program with effective advertising 
and sales promotion. Work would include responsibility for 
trade paper advertising, direct mail, internal bulletins, external 
publications, trade shows and public relations. Previous cello- 
phane, polyethylene or other flexible packaging material ex- 


New York. Send résumé and salary requirements to: 


Box 832, ADVERTISING AGE 


Eastern metropolitan area, not 


New York 17, N. Y. 


___POSITIONS WANTED 
MEDICAL COPY CHIEF-CREATIVE 
Experienced in handling personnel. Good 
medical educ. plus extensive ethical ad- 

vertising experience. 

Box 1052, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

GIRL SATURDAY—Demon for detail rest 
of week, too. Plentiful experience: execu- 
tive secretary, office mgr., traffic mgr. 
network O & O©O station. Seeking chal- 
lenging job with responsibility & com- 
mensurate salary, in Chicago. Interview- 


ing now. 


Box 1053, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
VERSATILE LAYOUT MAN & DESIGNER 
would like to settle in small town or| 
smaller city. Agency or Industrial Adver- 
tising Dept. Knows production. 
Box 1055, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CREATIVE ART DIRECTOR WITH 
Advertising, Promotion, Publication exp. 
and proven administrative background. 

Box 1056, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
THERE MUST BE 
AN AGENCY SOMEWHERE... 
looking for young (26) adman with news- 
paper and TV Sales Exp. Col. Grad., Vet. 
Married, Hard worker and ready for any- 
thing! Resume on request. 
Box 1057, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


AD MAN WITH ELASTIC BACKGROUND 
covering Sales Promotion, copy, liaison. 
contact, production. 1% years assistant to 
Sales Promotion and Merchandising Mgr. 
of top toiletries mfr.; 4 years mail-order 
copy and idea man on wide range of 
products; 4 years traffic coordination in 
4-A ad agency. Degree. Aggressive, per- 
sonable, perceptive. Want responsible, 
meee", spot in Chicago vicinity. 

1058, ADVERTISING AGE 

200 rt *Tilinols St., Chicago 11, Illinois 


Memo to 
Chicago Employers 

We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 

NO FEES CHARGED 
applicants or 
employers. 
Professional, Sales 
and Clerical Office 


illinois State Employment Service 
73 W. Washington Street 
Chicago—Financial 6-3960 


WANTED! 
48 Ad Men! 


An aggressive ad man—with age no 
factor—or an aggressive small agen- 
cy—has a terrific opportunity in serv- 
ing the super market field! Ad and 
creative expenditures for supers are 
on the way up—and will be higher in 
1958! We propose to offer a complete 
year’s super market merchandised ad- 
vertising program—to such aggres- 
sive people with exclusive rights in 
their area of operation. This program 
—only one of its quality—in the 
hands of a man of vision—would be 
like having a large staff of super 
market merchandising and advertising 
specialists at your command. 

Areas now open in most of the 48 
states! Here’s an opportunity to in- 
crease your income HANDSOMELY— 
with this program and your own initia- 
tive! Write, wire, or call HOUSE of 
IDEAS, 1132 W. Peachtree St., N. W., 


| ticles, 
| ning: her forte. Prefers Chicago or 


Atlanta 9, Georgia. (TRinity 6-6719) 
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POSITIONS WANTED 


8 YEAR RETAIL LEVEL EXPERIENCE 


Newspaper Advertising Manager, 32, solid 
in sales, management, and creative abil- 
ity wants spot with agency, media, rep- 
resentative or manufacturer. Object: 
Building sales for your product. 
Box 1059, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


AGENCY ART DIRECTOR 
15 Yrs. experience. Creative, modern Lay- 
outs and comps. Knows production, type 
and art preparation. Can head Art Dept. 
Box 1060, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITOR-WRITER with extensive New 
| York experience desires new editorial or 
promotional spot with more emphasis on 
writing. Lively writing style, feature ar- 
copy supervision, editorial plan- 
ash- 
| ington, ‘ 
Box 1061, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
COPY CONTACT PRODUCTION 
Past 12 yrs copy chief, prod mgr 4A 
agcy. Wide experience all media. Will 
relocate Write: P. O. Box 2000, Chicago 90 
CREATIVE ART DIRECTOR 
Big agency exp. consumer, trade, TV, col 
lateral. Client contact. Studio & dept. 
management. Packaging, and production. 
Box 1064, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MeL FRte 
480 LEXINGTON 


a ~ DIRECTOR, Growth job 
for a director who's a lot 
more than an artist 

COPY CHIEF. A leader, with 
drive, enthusiasm. Consumer 

i Probably 35-45. 


T! L 
CIRCULATION DIRECT 
PRODUCTION. Point-of-sale 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 


110 S. Dearborn CE 6-5353 Chicago 


Agency Copywriter Wanted 


Young man with agency ex- 
perience in creating and writ- 
ing advertisements for na- 
tional magazines, business 
and trade papers .. . plus 
literature and direct mail. 
Consumer durable goods ex- 
perience helpful. Opportunity 
in Midwest 4-A Agency... 
not Chicago. Box 817, AD- 
VERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 

COLOR PRINTS 
Catalogue Sheets - $.25 ea. in 1 m lets 
s low as $.02 in 100 m lots 
FAST SERVICE en Color Posteards 
SKOKIE COLORGRAPH, INC. Morton 
Grove, Ill. ORchard 4-7400 Representa- 
tives Wanted. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
AVAILABLE 


Furnishes successful market and layout 
presentations for large and small ac- 


tive trade journal field. Travels 7 mid- 
west states out of Chicago. Anxious to 
represent an additional magazine. 
lege grad.—under 40. 
Box 1062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLISHERS REPRESENTATIVE 
Years of trade paper space selling expe- 
rience plus good agency contacts cover- 
ing Middle Atlantic & New England State. 

Box 1063, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ATTENTION: AD MANAGERS 
MAKE YOUR 

DIRECT MAIL 

PAY ITS WAY 


FREE Mailing List 
- Catalog TODAY 


avon. 


eTERHAT 1ONAL LIST CO., 


DEarborn 2.0580 


Wanted: Writer to handle “New Mer- 
chandising Ideas” page in mail trade 
Journal. Editor, Box 591, Lynn, Mass. 


CANDLELIGHT COPY SERVICE 


d 
tising Age, 200 


Adver- 
* silimole” om Chi- 
cago 11, Illinois 


ROTARY LETTERPRESS 


TIME AVAILABLE 


Large upper Midwest printer has 
available composing room, press and 
bindery time for monthly publica- 
tions, 546” x 7” to 734” and 1014” x 
1444” to 16” trim. Two colors avail- 
able throughout on new “Super 
Magazine” rotary letterpress. Press 
capacity for run: Small size—128 
pp., 32 page signatures, Large size— 
32 pp., 16 and 32 page signatures. 
Saddle stitch, side stitch or plastic 
square back binding. Press runs of 
100,000 and up. Complete mailing 
facilities. Box 804, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


FLORIDA PUBLISHER 
desires the services of an experienced gen- 
eral manager versed in all phases of pub- 
lishing, to assume full responsibility of 
sales, personnel, circulation ef several 
publications of national distribution. State 
qualifications and compensation desired. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

appointment 
bi] aa. Hh dh 


“Gant sare 
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Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Overspecialization Decreases Ads’ 


Productivity, Harrington Tells 4A‘s 


(Continued from Page 3) 
lonely, isolated specialists whose 
sole responsibility is to set down 
the words.” 


® Melvin Brorby, senior vp of 
Needham, Louis & Brorby and 
chairman of the Four A’s, called 
on agency managements to stop 
hiring people away from each other 
and concentrate on finding new 
sources of manpower. 

“I strongly suspect,” he said, 
“that our ability to continue to 
show a reasonable profit will de- 


pend upon our skills in finding | 


and developing these people and 
bringing their contributions into 
the stream of the agency business.” 

He said the hiring door should 
be opened wider, adding that 
“many good men and women are 
available to us who have never 
been in an agency.” There must 
be a way, he said, to discover these 
people and add their talents to 
agency resources. 

Mr. Brorby also urged a “deep- 
ening and widening” of agency 
training programs, and he suggest- 
ed “proper incentives and encour- 
agement” for agency personnel. 

The challenge to agency manage- 
ment, he continued, is “‘to increase 
by 10% the effective use of our 
people; to reduce by 10% the rest- 
less moving about; to diminish by 
10% the executive time spent in 
finding that ‘great guy’ when we 
need him urgently—that could do 
great things for our business and 
for our balance sheets.” 

The “greatest opportunity and 
the easiest target,” he said, is “to 
bring at least 10% of new people 
into our business each year—men 
and women from new sources out- 
side the agency business.” 


® Raymond O. Mithun, of Camp- 
bell-Mithun, called “desire” the 
most important factor of success in 
the agency business. “If you are 
going to be a success in this busi- 
ness you must find yourself—find 
where you fit. Then you must lose 
yourself in your client’s objectives. 
This means that you must help 
to form and define those objectives, 
and embrace them to such an ex- 
tent that you lose yourself in the 
cause.” 


‘Me Tarzan, You Jane’ 


At the Four A’s print produc- 
tion workshop on better reproduc- 
tion of r.o.p. color, Arnold Cope- 
land, Kudner Agency art director, 
charged that most agency produc- 
tion directors are stumbling blocks 
to r.o.p. improvement. 

He told the production men: 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 N. LaBALLE, CHICAGO 1LLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


“Instead of telling us it can’t be 
done, go out and get examples of 
how it might be done.” 

Art directors and production di- 
rectors have achieved new status, 
he said, “but deep down there is 
a feeling of frustration, that we 
don’t really understand each other. 

“The production man has an 
uneasy feeling he’s being shot at 
and not being consulted,” he add- 
ed. 

All the art director wants is a 
quick impression: he would like 
to see this or that, and he doesn’t 
know it can’t be done, Mr. Cope- 
| land said. 

He conceded that the produc- 
tion man knows more about the 
mechanics involved in why some- 
thing can’t be done, but he added 
that the answer might be solved 
if the production man would stop 
long enough to show visually with 
samples what happens in r.o.p. 
printing, using various approach- 
es. 


s “In the dark attics of our ivory 
towers, we deal in a ‘Me Tarzan, 
| you Jane’ relationship,” he said. 
| “The art director deals in a visual 
vocabulary, while the production 
man works with a factual, oral 
approach.” 


if you know what you want to 
say, say it as simply as possible, 


you show your face in print or tv.” 


® Robert Colwell, vp of the J. 
Walter Thompson Co., told the 
session, “The product image is the 
sum of what people believe about 
your product. Hard sell is telling 
the right benefits to the right peo- 
ple. In most package goods, the 
great successes are built on a hap- 
py marriage of the two.” 

“The best product image,” he 
said, “and the best hard sell both 
say what the product will do— 
and for whom—and ‘what’ can in- 
clude intangibles as well as tan- 


[between hard sell and brand im- 
age] unless you want to.” 


Research 


| of Mr. DeWolf’s judgments: 


Starch Readership Tests— 


and teli the same story every time | “There is some question as to what 


they are measuring,” but they seem 
to be measuring something very 
consistently. They pay too much 
attention to visual factors, not 
enough to the ad content. 

Gallup-Robinson—They give 
literal playback, but they have 
“misled” many advertisers “to be- 
lieve that you can use the same 
picture caption technique on a 
7x10” page as you do on a 944x12”. 
I don’t think you can.” 

The Communiscope—The Ad- 
vertising Research Foundation has 


gibles. You don’t have to choose | 


The research workshop, chaired 
by Peter Langhoff, of Young & 
Rubicam, turned away this year 
from the parochial problems of 
research to the larger question: 
“How close can research come to 


measuring the effectiveness of 
advertising?” 
Mr. Langhoff warned: “I am 


Imaginary Spending 


A media buying workshop saw 
the presentation of media plans 
for a new, hypothetical filter cig- 
aret by R. H. Boulware, of Bryan 
Houston Inc., Newman McEvoy, 
of Cunningham & Walsh, and Max 
Ule, of Kenyon & Eckhardt. 

An evaluation panel comprising 
Ralph Roberts, of Geyer Adver- 
tising; David P. Crane, of Benton 
& Bowles, and Anthony DePierro, 
of Lennen & Newell, declined to 
give any plan “all-out endorse- 
ment.” 

Told the client would spend 
$7,000,000 on advertising, Mr. Boul- 
ware’s program called for an ex- 
| penditure of $6,795,000; Mr. Mc- 
|Evoy would have spent $5,220,965 
and Mr. Ule $10,488,000. 


Ule “made a forceful presenta- 
tion of the reasons why he felt the 
$7,000,000 budget was completely 
inadequate for the job” but that 
most agencies “have not always 
been successful in getting” such a 
desirable increase. They said Mr. 
Boulware “should have provided 
a bigger reserve for production 
and unforeseen contingencies” and 
that Mr. McEvoy’s reserve “was 
too generous, because money that 
is not put to work cannot create 
sales.” 


® Mr. Boulware proposed spend- 
ing 29% of his budget in supple- 
ments, 8% in network radio and 
63% in spot tv. Mr. McEvoy de- 
cided on 35% in magazines, 6% 
in newspapers, 13% in outdoor, 
15% in network radio, 8% in spot 
radio and 23% in spot tv. Mr. Ule 
put 7% in newspapers, 24% in 
supplements, 7% in spot radio, 
44% in network tv and 18% in 
spot tv. 


—_ Ke 
| DOUG SMITH, INC. | 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


‘Two-Faced’ Advertising 


In the print creative workshop, 
Draper Daniels, vp of Leo Burnett 
Co., asked for an end to two-faced 
advertising—advertising that uses 
different bases for tv and print 
approaches. 

He said the average American 
family is exposed to more than 
1,500 ad messages daily. “If you 
want the consumer to sort your 
message and brand out of this 
bewildering barrage, it seems log- 
ical that you have a better chance 


The evaluators decided that Mr. | 


afraid we cannot duck the ques- 
| tion for much longer. Corporate 
| profits in the years following the 
war were generally satisfactory. 
|... In the past year the trend has 
| turned. Now profits are being 
| squeezed. Managements are get- 
ting more and more inquisitive. 
They are looking for items which 
they can do without or with less.” 


® Wroe Alderson, partner in Al- 
derson & Sessions, Philadelphia, 
discussed several theoretical ad- 
vertising models, concluding that 
there are techniques available to 
determine the “optimum size” of 
an advertising budget. “With re- 
spect to any major advertising 
budget,” he said, “it should be 
possible to increase its effective- 
ness by 10% with an expenditure 
of no more than 1% for additional 
research.” 


® Paul E. J. Gerhold, vp in charge 
of media and research for Foote, 
Cone & Belding, New York, was 
not so optimistic. “There may be 
a way of relating advertising and 
sales on a national basis,” he said. 
“If there is, we can only say that 
with an awful lot of experiment- 
ing, we haven’t been able to dis- 
cover what it might be.” 

On the other hand, Mr. Gerhold 
reported, his agency has had lim- 
ited success in measuring the 
| productivity of the ad dollar by 
relating changes in advertising in 
one particular area to changes in 
sales in that area. He questioned, 
though, whether one can general- 
ize about these individual market 
situations. 

Mr. Gerhold reminded his au- 
dience that he talked about these 
methods for the first time two 
years ago and that since then 
“very little happened.” He com- 
plained, “If the people in our 
business spent as much time 
studying advertising-sales rela- 
tionships as they have spent ex- 
plaining why it’s impossible to 
study these relationships, we'd 
have techniques that would be 
miles ahead of the crude methods 
I’ve shown you today. 

“We have spent so much time 
fan-dancing answers when clients 
ask us what they are going to get 
for their advertising dollar that 
we have started to believe them 
ourselves.” 


® The third speaker at the ses- 
sion was John W. DeWolf, vp and 
director of research for G. M. Bas- 
ford Co., New York. He conceded 
that great progress has been made 
in measuring advertising reader- 
ship, but he was sharply critical 
of some of the existing tools. Some 


| Said this will be superior to both 
| Starch and Gallup-Robinson, but 
“my own bet is that it won’t. I do 
suspect that the Communiscope 


tool for pre-testing ads.” 


Mr. DeWolf did have high praise 
for the recently established Starch 
reader impression study, which he 
described as a “poor man’s Galiup- 
Robinson.” This technique, he said, 
seems to deliver the reader re- 
action to the ad, as contrasted to 
Gallup-Robinson, which only gives 
a playback of content. 


M&T Co. Names Lavenson 

M&T Co., Philadelphia, design- 
er and consultant, has named 
Lavenson Bureau of Advertising, 
Philadelphia, to handle its adver- 
tising and public relations. Stan- 
ley Isenberg was named assistant 
director of Lavenson’s public rela- 
tions department. He previously 
was general manager and direc- 


tor of advertising and sales pro- 


may turn out to be a very valuable! motion of the Market Place, Phil- 


| adelphia. 


Represented nationally 
San Froncisto, New 


HERE ARE THE RANKINGS... 
California Metropolitan 
Markets in order of Retail 
Sales & Spendable Income. 


. Los Angeles- Long Beach 

San Francisco-Oakland 

San Diego 

. RIVERSIDE, SAN BERNARDINO, 
ONTARIO 


sa enw 


5. San Jose 

6. Sacramento 

7. Fresno 

8. Bakersfield 

9. Stockton 
Senta Berbera 


see the man from 
RIVERSIDE PRESS 


and ENTERPRISE 
10,000,000 lines of 
retail advertising 56 


by Doyle and Howley, Los Angeles, 
York, Chicago, Boston, Minneapelis. 
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Marketing Trend Makes ‘Advertising 


Obsolete Designation, Four A‘s Told 


(Continued from Page 1) 
presentations are growing fewer, 
displaced by continuing consulta- 
tion, with more presentations made 
to the client’s management jointly 
by client and agency marketing 
groups. He sees, hopefully, fewer 
advertising false starts resulting 
from this process. 


s Francis Minehan, vp and media 
director of Sullivan, Stauffer, Col- 
well & Bayles, told the group that 
except for the possession of a sales 
force, an agency is a marketing or- 
ganization for many clients. A me- 
dia man without marketing knowl- 
edge is “an animated Standard 
Rate & Data section,” he said. 

He stressed the necessity for ex- 
changes of information between 
marketing and media men, noting 
that marketing men usually have 
access to the national research 
services, while media men have 
media research data, which need to 
be correlated. 


= William W. Mulvey, senior vp 
of Cunningham & Walsh, told the 
meeting that “the account execu- 
tive of today’s agency must be a 
marketing man in the broadest 
sense of the term—if he and his 
agency expect to be around to- 
morrow. 

“In fact, it is becoming increas- 
ingly clear to me,” he said, “that 
the Madison Ave. nomenclature of 
‘advertising account executive’ 
and ‘advertising agency’ is be- 
coming as outdated as the old pro- 
duction economy they grew up to 
serve. If we keep pace... with 
marketing... we will shortly find 
ourselves striking off the word 
‘advertising’ from our letterheads 
entirely.” 

Mr. Mulvey regards the market- 
ing man as the coordinator of a 
team of specialists. He argues that 
agencies must be in on product 
planning with clients, and “must 
wade deeper into our clients’ busi- 
ness operations.” 


= David W. Hannegan, who is the 
Benton & Bowles account execu- 
tive on Norwich Pharmacal Co., 
showed examples of how agency 
merchandising created new dis- 
plays and launched successful pro- 
motions for Pepto-Bismol and Un- 
guentine. 


es “An account executive is no 
longer necessary to the successful 
operation of an advertising agen- 
cy,” said William E. Holden, vp of 
Doherty, Clifford, Steers & Shen- 
field, adding he meant “the ac- 
count executive as we used to 
know him—interested only in the 
creation of advertising and the se- 


lection of media.” He said an ac- 
count executive today must con- | 


form to the pattern of a general 
manager of a business, and he 
listed these areas where an ac- 
count man can expect help from 
a marketing department: Market 
potential; new products; new prod- 
uct introductions; testing; mer- 
chandising; competitive activity 
and profit and loss calculations. 


Impulsive Males 


In creative sections of the ses- 
sions, Margot Sherman, vp of Mc- 
Cann-Erickson, said flatly that 
creative people work more effec- 
tively “within a framework of 
known facts.” 

Miss Sherman pointed out that 
a recent supermarket test showed 
the agency that for every $1 a 
woman planned to spend in a su- 
permarket she spent $1.08 more on 
impulse, while men (who shop in- 
creasingly in supermarkets) spent 
$1.74 more than they had planned. 

“Look where this leads us,” she 


Four A’s Names Eldridge 
to PR Advisory Post 

New York, Nov. 21—The 
American Assn. of Advertising 
Agencies, concerned over the 
gray flannel image of the agen- 
cy men (AA, May 6) and hope- 
ful of building a better charac- 
ter image with business 
management, this week picked 
a public relations consultant. 

He is Clarence E. Eldridge, 
69, a vp of George Fry & Asso- 
ciates, management engineer. 
He previously was vp and plans 
board head for Young & Rubi- 
cam, vp in charge of marketing 
of General Foods, and exec vp 
of Campbell Soup Co. He will 
consuit on the “Frey Report and 
related matters,” starting Jan. 
1, for a one-year period. 


said. “To media questions. To audi- 
ence questions. Even to point of 
Sale questions. If the man is such 
an impulse buyer in the family, 
and if all the point of sale signs in 
the store have been written for 
women—shouldn’t we take anoth- 
er look at this part of the creative 
work? 

“I believe that all those wonder- 
ful facts you feed us, and especial- 
ly motivation research findings, we 
as creative people should swallow 
whole,” Miss Sherman said. 


# Joseph Forest, vp and commer- 
cial director of William Esty Co., 
said all advertising people have 
had to adapt to the tv medium, 
that a good tv supervisor is both 
catalyst and blender, and that ac- 
count managers today are far bet- 
ter executives than the old line 


man who kept the account happy 
somehow. He said agency ac- 
count people have become familiar 
with tv services, and must provide 
leadership and guidance. 


= James N. Harvey, tv group head 
at McCann-Erickson, said simply 
that “in 1957, there is no excuse 
for an advertising man to plead ig- 
norance of television technique.” 
But, he said, too often agency man- 
agements fail to assign responsi- 
bility for the total job of building 
a commercial to a qualified crea- 
tive man. This man should have 
the job of coordinating writers, art 
directors and live or film pro- 
ducers. 

He urged agency men to impress 
agency managements with the 
need of (1) getting such a man, 
(2) once they get one, of working 
with him closely and telling him in 
detail the commercial objectives, 
and (3) finally, of giving him his 
head—the authority he needs. 

Mr. Harvey showed a burlesque 
slide series on the creation and ex- 
ecution of a beer commercial, 
which brought roars of laughter 
from the audience, some of which 
was tinged with mild embarrass- 
ment, since the burlesque was fair- 
ly close to reality at some points. 


® Townsend Griffin, vp and ac- 
count supervisor at Benton & 
Bowles, applied to television the 
Oscar Wilde dictum, “Experience 
is what we call our mistakes.” He 
listed as common tv errors (1) the 
myth of variety to escape boredom 
of the audience (in four weeks a 
good tv show may reach 80% of the 
audience, but with only three com- 
mercial exposures, hardly enough 
to bore them), (2) operating with- 
out a copy strategy, (3) making a 
big production out of commercials 
better kept simple, and (4) making 
the easy sale (promising the client 
something can be delivered that 
cannot). 


= Frank M. Snell, who taught 
speech at Columbia before moving 
into Compton Advertising as an ac- 
count man on Ivory, told the group 
a few simple rules about presenta- 
tion. He said a speaker “must win 
from the listener an active sus- 
pension of disbelief,” and he rec- 
ommended the following simple 
structure: (1) command your au- 
dience, (2) direct your fire, (3) 
say what you mean, (4) sell your 
idea and (5) get action. 

He commented that Northwest- 
ern has found the average atten- 
tion span for an adult is only 
about nine seconds, so that every 
nine seconds a speaker has to re- 
vitalize his audience with a ges- 
ture or a word. 

Use short sentences (about 15 
words a sentence) where possible, 
he advised, as well as humor (he 
thinks satire is to be used sparing- 
ly, since it often eludes the audi- 
ence), and vivid words or analo- 
gies. He asked whether, in the 
general lackluster ora] presenta- 
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TWO-FOR-ONE—Consumers who buy 
one quart of fresh EverSweet 
orange juice may get a second 
quart free, says this introductory 
ad for EverSweet Corp. The color 
page ran in the Chicago Tribune, 
Nov. 21. Earle Ludgin & Co., Chi- 
cago, is the agency. 


tion of the business, we are “giv- 
ing ideas a fair shake.” 


@ The agency business must have 
rested somewhat easier after the 
meetings. Paul West, president of 
ANA, assured the agency men that 
they were in business to stay—‘“I 
have often thought that if by some 
twist of fate agencies were sud- 
denly abolished, our economy 
could not long endure,” he said. He 
scoffed at rumors of drastic 
changes in the agency business 
arising from the Frey report, add- 
ing, “What are you agencies afraid 
of—oh, ye of little faith?” + 


Anheuser-Busch Advances 
Bien to Marketing VP 
Anheuser-Busch, St. Louis, has 
promoted William Bien to vp of 
marketing, a new post. Mr. Bien, 
formerly in charge of sales and ad- 
vertising of the brewery division 
of Anheuser-Busch, now joins the 
Anheuser-Busch exec vp, vp of 
brewing, vp of operations and vp 
of administration to form the man- 
agement committee that, together 
with August A. Busch Jr., presi- 
dent, will make top level decisions. 


FCC Suspends KREM Sale 

The Federal Communications 
Commission has retraced its steps 
and suspended approval of the sale 
of KREM and KREM-TV, Spo- 
kane, by Louis Wasmer to a group 
which includes Mrs. Scott Bullitt. 
After the $2,000,000 sale had been 
approved, the FCC received a pro- 
test from another prospective un- 
successful applicant for Channel 
2 at the time it was awarded to 
Mr. Wasmer. 


B&B's Wilkins Knocks 
‘Relative Conviction’; 
Boosts ‘Memory Test’ 


(Continued from Page 1) 


| |extraneous variables that it prob- 


ably could serve to differentiate 
only the very best ads from the 
very worst. It would probably be 
useless in the broad middle range 
where the great majority of ads 
fall.” 

Dr. Wilkins discounted much of 


j the effectiveness claimed for “rela- 


tive conviction” testing—where 
the person is shown two or more 
print ads of the same brand and 
asked which is more convincing. 

Memorability testing can lay 
claim to being a basis for evalua- 
tion, Dr. Wilkins said, because “the 
more memorable an experience is, 
the more likely it is to influence 


~|our behavior. By extension, the 


more memorable an ad is, the more 
likely it is to influence our brand 
and product preferences.” 

“Of course,” he continued, “al- 
though it is positively associated 
with persuasiveness, memorability 
is not equivalent to persuasiVeness 
and therefore should not be blind- 
ly accepted as measuring advertis- 
ing effectiveness.” 


= Commenting that motivation re- 
search probably constitutes the 
bulk of copy research done by ad- 
vertising agencies today, Dr. Wil- 
kins leveled some criticism at this 
technique as a means to measure 
effectiveness: 

“Instead of trying as discreetly 
as possible to observe what the ad 
has done to the respondent, these 
motivation studies call upon the 
respondent to tell us what she un- 
derstands the ad to say, and how 
she feels about the message, and 
about the manner in which it is 
presented. 

“Instead of trying to make the 
advertising exposure as natural as 
possible, this technique typically 
over-exposes the respondent to the 
ad so as to give her a good oppor- 
tunity to get some message from 
it,” he said. # 


‘K. C. Star’ Names White 


to Succeed L. I. Weishar 

The Kansas City Star has ap- 
pointed Kenneth E. White man- 
ager of its Chicago office, succeed- 
ing L. I. Weishar, who died Nov. 
14 (see story on Page 43). Mr. 
White, with the Star since 1946, 
has been on the Chicago staff for 
the past eight years. 


WOR Appoints Yergin 

James A. Yergin has been pro- 
moted from manager of presenta- 
tions to advertising manager of 
WOR and WOR-TV, New York, 
replacing Robert Sullivan, who re- 
signed. Dick Jackson, publicity di- 
rector for the stations, also has re- 
signed, but he has not yet been re- 


| placed. 


Tannenboum 


Goldenson 


ABC AFFILIATES DAY—Leonard Goldenson, president of American Broadcasting-Para- 
mount Theaters, gets some inside information on business conditions in St. Louis and 
Chattanooga from Harry Tannenbaum, KTVI, and Roy Martin, WDUD, at an all-day 
business meeting of ABC-TV affiliates in Chicago. Alex Keese, WFAA-TV, Dallas, 


Martin 


receives some tips on sales from Tom Moore, newly appointed vp in charge of sales 
for ABC-TV. Trading stories are Jack Soell, WISN-TV, Milwaukee; Louis Draughon, 
WSIX-TV, Nashville, and Sterling C. Quinlan, WBKB, Chicago. More than 150 repre- 
sentatives of the network’s station affiliates attended the meeting. 
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Publishers Protest 


Proposed Rule to 


Bar Ads by Patent Agents, Lawyers 


(Continued from Page 1) 
allied with the bar group was the 
National Assn. of Manufacturers. 


= In a lengthy argument in sup- 
port of the rule change, William H. 
Webb, representing the American 
Patent Law Assn., denounced ad- 
vertising by patent agents as “‘con- 
trary to professional standards” 
and “contrary to good morals.” 

Arguing that the patent attor- 
ney stands in a fiduciary relation- 
ship between the client, the pat- 
ent office and the public, he said 
thjs relationship is totally incon- 
sistent with the “self agrandize- 
ment and puffery inherent in ad- 
vertising.” 

Al Philip Kane, attorney for six 
large companies which use adver- 
tising to publicize their work in 
the patent field, argued that for 
73 years commissioners of patents 
took the position that their power 
to discipline agents did not in- 
clude the right to forbid all ad- 
vertising. Not until 1948, he said, 
has the Patent Office taken the 
position that its powers were broad 
enough to stop all advertising. 


® He said a distinction must be 
made between the Patent Office 
and other agencies because more 
than a fourth of the agents admit- 
ted to practice in the patent field 
are not lawyers. Moreover, he con- 
tended the Patent Office is inter- 
ested in encouraging invention and 
the filing of cases, while other 
administrative agencies are on 
guard against practitioners who 
stimulate activity. 

Noting that the Patent Office 


will also provide lists of accred- 
ited practitioners to anyone who 


inquires, Mr. Webb commented 


Last Minute News Flashes 


Warner Assigns Account to Buchanan & Co. 

New York, Nov. 22—Warner Bros. Pictures has moved its $600,000- 
$800,000 account to Buchanan & Co., a veteran in movie advertising, 
from Blaine-Thompson Co., the agency which has handled the account 
since the 1900s. Buchanan also handles Paramount and United Artists. 
The agency switch was triggered Oct. 14 when Warner ousted eight 


“Perhaps the Patent Office shoul 4 publicists and its entire 32-man advertising art department in New 


use advertising 


registered to practice.” + 


Dwight Hits Laws 
Banning Ad Use by 


Occupational Groups 


(Continued from Page 1) 


in appropriate 
magazines to indicate where read- 
ers can get lists of those who are 


York, plus seven publicists on the West Coast, announcing it was 
turning all its advertising over to an agency (AA, Oct. 21). 


Meredith Promotes Four as Otto Schaefer Retires 

Des Mores, Nov. 22—Otto G. Schaefer will retire Dec. 1 as eastern 
sales manager of Meredith Publishing Co. He will continue as a vp 
and a company director. Tom Dosen, New York sales manager of Better 
Homes & Gardens, becomes eastern sales director, and W. F. Jones, New 
York sales manager of Successful Farming, becomes eastern sales man- 
ager. Joseph Ott and Rick Weidner, both Meredith salesmen, succeed 
Mr. Dosen and Mr. Jones, respectively. 


Toland Moves to Warwick & Legler from EWRR 


true of doctors. However, here ad- 
vertising is prohibited within a 
self-regulatory body and general- 
ly not through legislative means. 

“This is not true of the dentist, 
optometrist, mortician or funeral 
director, however you may desig- 
nate them,” he said. “And we can 
expect to see others seeking to 
acquire a so-called professional 
status through legislative means, 
the net effect of which is to limit 
competition and keep information 


been assigned to any account. 


New York, Nov. 22—John Toland, formerly a vp and account exec- 
utive on the Brown-Forman Distillers Corp. account at Erwin Wasey, 
Ruthrauff & Ryan, has joined Warwick & Legler as a vp. It was said 
at W&L that Mr. Toland’s duties will be executive and that he has not 


New England Admen Form Media Evaluation Unit 


Boston, Nov. 22—Seven agency men have formed the New England 
Media Evaluators Assn. “to enable members to share information on 
common media problems.”’ Bruce Mattoon, of Wilson, Haight, Welch 
& Grover, Hartford, Conn., is chairman. 


from the public.” 


Newspapers, he said, do not car- 
ry this kind of advertising, but 
the ANPA “is pursuing the mat- 
ter on principle; our pocketbook 


is not involved.” # 
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already has rules which forbid ad- 
vertising by agents engaged in| 
trademark work, Mr. Kane said| 
he believes this rule could be suc- 
cessfully challenged if tested in| 
court. 


s The ANPA brief said the asso- 
ciation is unable to fathom why | 
any canon of professional ethics | 
of the American Bar Assn. should 
control activities of the federal 
government. 

“If the American Newspaper 
Publishers Assn. should adopt 
what it considers to be a good code 
of professional ethics would the 
federal government feel there was 
an obligation on its part to adopt 
such a code as the law of the 
land?” ANPA commented. 

Francis R. Cawley, vp of the 
Magazine Publishers Assn., argued 
that the ban on advertising might 
be good for General Motors but 
would be bad for small business. 

“Big business, with its highly 
trained and well paid staffs of 
patent experts, certainly does not 
have a monopoly of ideas,” he 
commented. “The individual and 
small business should have the 
widest possible opportunity to have 
their technical discoveries fully 
considered on a par with the high- 
ly organized industrial firms.” 

Spokesmen for magazines in the 
science field argued the ads are 
helpful to the “garage and base- 
ment inventor” who is unacquaint- 
ed with patent procedure, or in 
an area where there are few pat- 
ent attorneys or none at all. 


s In reply to publishers who pro- 
tested that the rule change repre- 
sented an attack on advertising 
per se, witnesses for the American 
Patent Law Assn. said their oppo- 
sition was directed only at the use 
of ads to solicit business. 

When publishers argued that in- 
ventors need information about 
patent agents, the Patent Law 
Assn.’s chief witness, Mr. Webb, 
said his group favors the distribu- 


SLIMMER—Sylvania Electric Prod- 


ucts Inc. will use this Life ad Nov 


console with a cabinet 10” deep. 


Sylvania Uses ‘Life’ 
Ad to Open Push for 


New Sylouette Model 


New York, Nov. 19—Sylvania 
Electric Products will introduce 
its new Sylouette tv console with 
a cabinet depth of 10”, slimmest 
in commercial production, with a 


color page in Life Nov. 25. 


The Life ad will be supported 
by cooperative newspaper adver- 
tising in 2,000 dailies and on Syl- 
vania’s ty show, “The Real Mc- 
Coy.” J. Walter Thompson Co. is 


the agency. 


The thin cabinet effect is 
achieved by a “floating picture” 
design which projects the picture 
tube and surrounding light mask 
out from the cabinet. The 21” set 
will be added to the Sylvania line 


as a “prestige” model. # 


Bonvie Joins Minute Maid 


Walter A. Bonvie, formerly di- 
rector of marketing and adver- 
tising of Cott Beverage Corp., has 
joined Minute Maid Corp., Orlan- 


do, Fla., as advertising manager 
William Hoelle, 


tion of lists of qualified practi- 
tioners in telephone directories. 
Noting that the Patent Office 


6b Phat 


' x, 
EMO, af 


a new post. 


25 to introduce its Sylouette tv 


Dobberteen Resigns VP Post at Bryan Houston 


New York, Nov. 22—H. H. Dobberteen, vp and media director of 
Bryan Houston Inc., has resigned, effective Dec. 1. He will be replaced 
by John J. Ennis, now associate media director. 


Sudler & Hennessey Adds Four in Personnel Buildup 


New York, Nov. 22—In an expansion move, Sudler & Hennessey has 
added four new staffers: John E. Cholakis, formerly with Lennen & 
Newell, Kudner and McCann-Erickson, as traffic control and service 
director; David J. Herzbrun, formerly assistant promotion manager of 
House & Home, copywriter; Idelle Levin, formerly with L. W. Froh- 
\lich & Co., copy editor; and George Lois, formerly with CBS-TV and 
|Lennen & Newell, art director. The New York ethical drug agency 
now has an employe force of 100. 


‘Uncle Sam Wants ‘Detail’ on Those Expense Listings 


WASHINGTON, Nov. 22—Release today of instructions for preparing 
|income tax return 1040 for 1957 revealed that the new question on ex- 
pense account information involves more elbow grease than previous 
assurances by the Treasury (AA, Nov. 18) implied. The instructions 
specify “a detailed statement” must be attached to explain deduction 
| for reimbursed expenses. 


Gillette Backs Broadcast of Bowling Tilts 


| New York, Nov. 22—Gillette Co. will substitute for its regular Fri- 
day night fight telecast Dec. 13 a special hour-long “World Series of 
Bowling,” featuring the finale of a series of individual competitions, 
on 215 NBC tv stations and 215 radio stations, the show emanating 
from Chicago. Maxon Inc. is the agency. 


Rogers Named TvB Chairman; Other Late News 


e Lawrence H. Rogers, WSAZ-TV, Huntington, W. Va., has been elect- 
ed chairman of the Television Bureau of Advertising, replacing W. D. 
Rogers Jr., KDUB-TV, Lubbock, Tex., who has been elected to a two- 
year term as director. Other officers are Roger W. Clipp, WFIL-TV, 
Philadelphia, reelected secretary, and George B. Storer Jr., Storer 
Broadcasting Co., Miami Beach, elected treasurer. 


e Grant Advertising, Chicago, has been named to handle domestic 
advertising for the plastics division of American Photocopy Equipment 
Corp., Chicago. This includes the new Apeco Ply-on laminator, an 
office machine which applies a clear plastic film covering to business 
documents, ad roughs, etc. Grant last month (AA, Oct. 21) acquired 
Apeco’s international advertising. Irving J. Rosenbloom & Associates, 
Chicago, which has handled all domestic advertising, will continue to 
handle the photocopy division. 


e Brunswick-Balke-Collender, Chicago, has moved the advertising for 
its school furniture division from McCann-Erickson to Garfield-Linn 
& Co., both Chicago. Garfield-Linn was named marketing and sales 
promotion counsel for the division in June (AA, June 3). McCann 
continues to handle the company’s other products, which include bowl- 
ing equipment. Gayle Neubauer has resigned as advertising manager 
of the school furniture division. A successor will not be appointed, ac- 
cording to the company; her duties will be assumed by other members 
of the ad department. 


e Kitchen-Quip Inc., Waterloo, Ind., maker of Duncan Hines food and 
vegetable cutters, has appointed Marvin Gordon & Associates to 
handle its advertising. The account, which Kitchen-Quip says will bill 
“at least $50,000 next year,” formerly was handled by MacDonald-Cook 
Co., South Bend. 


e Packaging may well become the new marketing gimmick in the 
dentifrice business. On the heels of the introduction of Ipana Plus in 
a squeeze bottle by Bristol-Myers Co. (AA, Sept. 23), Warner-Lambert 
Pharmaceutical Co. is currently experimenting with several different 


formeriy pero kinds of dispensers of its antizyme toothpaste, although none are yet 


store sales manager for Minute 
Maid’s Hi-C, has been promoted to 
national sales manager. Mr. Bon- 
vie succeeds Howard G. Dick, who 
last month was promoted to direc- 
|tor of advertising and marketing, 


reported in test markets. Other toothpaste companies are watching the 
progress of the new Ipana product carefully. Some of the new packages 
may require reformulation of the dentifrice to simplify dispensing. 


e® Burt W. Goodman has been named advertising manager of the 
Englander Co., Chicage, bedding manufacturer. He succeeds Richard 
W. Girvin, who has been named general manager of the company’s St. 
Louis plant. Mr. Goodman had been Mr. Girvin’s assistant. 
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New ABP Unit 
Designed to Help 
Expand Ad Effort 


New York, Nov. 20—Associated 
Business Publications today an- 
nounced the organization of a sales 
development division, through 
which it will expand its advertis- 
ing promotion effort. 

The new division will be under 
direct supervision of William K. 
Beard, ABP president. Working 
with him in the development of 
the program will be John B. Bab- 
cock, director of information serv- 
ices, and Hazen Morse, director of 
promotion and research, both of 
whom have been promoted to vp. 

In effect, Mr. Beard says, the 
new ABP division will add a per- 
sonal selling effort t6 a promotion- 
al operation which has consisted 
for many years of a publications 
advertising program, the produc- 
tion and distribution of printed 
promotional materials and the ABP 
annual advertising awards to pub- 
lishers and agencies in industrial 
and merchandising categories. 


@ Two new members have been 
added to the ABP staff. Lawrence 
Steinberg, formerly a media ana- 
lyst with Outdoor Advertising Inc., 
will become assistant director of 
information services; and Pomeroy 
W. Power, formerly sales manager 
of Helen Nash Inc., has been 
named assistant director of pro- 
motion and research. 

ABP’s promotion and research 
committee, headed by A. Arthur 
Lee, publisher of Glass Digest, will 
exercise general supervision over 
the sales development division. Leo 
Williams, Home Furnishings Daily, 
lst vp of ABP, will serve as liaison 
between this committee, the head- 
quarters staff, and the association’s 
board of directors. + 


BPAC Will Publish 
Book on Business 
Paper Circulation 


Cuicaco, Nov. 21—A _ textbook 
on business publication circulation 
will be prepared and published by 
the Business Publications Audit of 
Circulation within the next year, 
it was announced today at the or- 
ganization’s 26th annual meeting. 

Joseph F. Hobbins, board chair- 
man of BPA, said the book will be 
“a completely unbiased and objec- 
tive work on the history, theory 
and practice of all kinds of busi- 
ness paper circulation.” 

The book will be a memorial to 
the late Edward Lyman Bill, for- 
mer board chairman of Bill Bros. 
Publishing Co., who died last year. 
It will be written by Prof. John 
W. Tebbel, of the New York Uni- 
versity department of journalism. 


= Seven new members were elec- 
ted to BPA’s board of directors at 
the meeting. They included Roy 
Minet, advertising manager, indus- 
trial and export divisions, Arm- 
strong Cork Co.; Robert G. Moore, 
advertising manager, SKF Indus- 
tries Inc.; Burton E. Hotvedt, vp 
of Klau-Van Pietersom-Dunlap; 
John M. Keil, vp of Needham & 
Grohmann; Robert C. Johnson, 
publisher of Western Metals; Mer- 
ald Lue, vp of Reinhold Publishing 
Corp., and Burdette P. Mast Jr., vp 
of Conover-Mast Publications. 
Reelected officers of BPA were 
Mr. Hobbins, board chairman, and 
Howard G. Sawyer, vp of James 
Thomas Chirurg Co., vice-board 
chairman. Robert L. Hartford, 
business manager of Machine De- 
sign, is the new secretary, and 
T. Richard Gascoigne, president of 


Hayden Publishing Co., is the new 
|treasurer of the organization. + 
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2+8 + B+C + 94+8 + BHC + 948 + BHC + 348 + BHC + 948 + BHC + 948 + BHC + 94H + BHC + O4H + BHC + 34+8 


Type faces used are 
Bertschtypes No 


self depicted in miniature as part 
ing the company’s Mainliner meal 


installed in 43 ticket offices in United’s system. 


REPLICA—Eugene Ertle, executive chef of United Air Lines, sees him- | 


of an advertising display featur- 
service. Such displays have been 


| (Continued from Page 2) 
|aecross the idea that a deodorant 
| or permanent wave “can help you 
| get a man.’ 

3. Repetition, a practice which 
was borrowed from radio. An ad- 
vertiser “might even take a little 
less time” than that allowed him 
to good advantage, she said. 

4. Failure to consider the im- 
portance of the good will element 
in tv sponsorship, with many of 
the commercials looking as though 
they were created just to please 
the sponsor. 

Then Miss Torre briefly 
switched roles and asked Mr. Wal- 
lace if he objected to handling 
Philip Morris commercials on his 
ABC-TV show. 

Mr. Wallace answered that he 
would have preferred not to have 
| become so much involved in the 
selling on the show—that is to do 
only 20 seconds or so of a com- 
mercial—but that Philip Morris, 
which is paying $45,000 a week 
for his program, insisted on his 
doing a full commercial. 


# When asked his reaction to tv 
commercials by a member of the 
audience, Mr. Wallace said he 
found the Philip Morris commer- 
cials simple, straightforward and 
believable. But he added that he 
was a bit puzzled by one phrase, 
“A man’s kind of mildness.” 

“Is there anybody h:re from 
N. W. Ayer who can tell me what 
a ‘man’s kind of mildness’ is?” he 
asked. 

There was no answer. 


® Radio's portion of the program 
was handled by Kevin Sweeney, 


Repeat, Repeat Commercials, Sweeney Tells 
Four A's; No, No, No, Says Critic Marie Torre 


we've heard have a pleasant sound 
but couldn’t sell anything because 
if the listener cared, she’d ask, 
*Whatedhesay?’” 

4. “Personality salesmen around | 
the country need more complete 
information on their products, and 
there should be better liaison be- 
tween the personalities and ead 
ad agencies.” 

5. “Even if the product’s name) 
is Dash or Pow or Sam, spell it| 
= in the copy.” 

6. “Supply the visual when it’s | 
needed. If your product has e| 


green label, and it’s the only one 
that has, get the package identi- | 
fication by saying so. It only costs | 
a few words to say or sing ‘in the 
red-striped can’.” 

7. “Repeat, repeat, repeat—say 
or sing everything at least twice.” 

8. “Keep in mind how people 
listen. You do not have their com- 
plete attention. Use the mule 
trainer principle—come on big— 
so you can disengage their minds 
from swabbing the dishes, piloting 
the car, etc., to hear about what 
you're hawking.” 

9. “Study the medium outside 
of what you hear in New York, 
so that you'll see how your com- 
mercial will be positioned—what 
kind of news or music or drama 
or commentary it will sit beside. 
It will certainly give you some 
ideas for increasing its selling ef- | 
fectiveness. Things are much dif- 
ferent in Boston and Los Angeles.” 


Jacobs Gives Kosher Quiz 

The Joseph Jacobs Organization, | 
New York, has sent an 11-ques-| 
tion quiz headlined “What’s Your 
Kosher I.Q.?” to 3,000 sales and | 


Radio Advertis- 
ing Bureau presi- 
dent, who said he 
was qualified to 
|talk about the 
creative side of 
radio because 
“one semester I 
received a grade 
of B-plus in af 
course rather 
grandiose- 
ly called Ad- 
vanced English 
composition.” 

These were among the sugges- 
tions Mr. Sweeney offered: 


Kevin Sweeney 


advertising medium, 
different approach.” 

2. “If you have a great jingle, 
play it a few hundred times, not 
a few dozen times, in each mar- 
ket.” 

3. A jingle has to be singable 
and the lyrics must be clear if 
the advertiser is to get his proper 
payoff. “I'll give you a homemade 


'gles turned out by advertising 


70B and 89A jagencies here in New York that 


1. “Radio, as the only non-visual | 
requires a} 


statistic: At least one in five jin-| 


advertising executives. The ques- | 
tions are designed to promote in-| 
terest and knowledge in the U.S. 
kosher market. 
| will be given to all entries scoring 


| 70 points or more. 
| 


|/# Mr. Minor thinks the relation- 
|ship of a tv star to his sponsor’s 
| product should be a common-sense 


| But Mr. Minor had no hesitancy 


Surprise prizes | 


Advertising Age, November 25, 


1957 


Plymouth’s Hope: Closer Association 
of Bob Hope With Brand, Says Minor 


(Continued from Page 2) 

up the Timex rejected show—plus 
another in January and perhaps 
three others—it had an informal 
survey made to see how the pub- 
lic reacted to the Hope-Timex im- 
broglio. Mr. Hope reports that they 
found the American public was on 
Hope’s side. 


affair. 

Again he used Lawrence Welk 
as an example. Mr. Welk had been 
very closely associated with Dodge. 


in recommending that the cham- 
pagne musician’s Monday night 
show be shared by Dodge and 
Plymouth. 

Mr. Minor finds some aspects 
of the television business pretty 
ridiculous—such as the provision 
which requires a sponsor to urge 
viewers to “tune in to our other 
tv show on another network,” 
rather than say what network, 
and also the medium’s restric- 
‘tions on the movement of talent. 

On this point he seems to be an 
unorthodoxly broad-minded man. 
He said he would not object, for 
example, if Bob Hope went on the 
Ed Sullivan show, as long as “he 


cury was.” 

But in the final analysis Mr. 
Minor, who is now in Hollywood, 
preparing for a closed circuit tel- 
ecast to dealers and salesmen, 
made it clear that the Hope pro- 
gram was bought for positive rea- 
sons. 


s “We bought Mr. Hope,” the 
Plymouth vp said, “because we 
thought he would benefit our 
dealers and salesmen. He has a 
great following among persons of 
that type.” 

The Sunday night telecast will 
be used to help kick off a new 
traffic-building contest for Ply- 
mouth. The jackpot prize in this 
scrambled words competition will 
be $500 a month for life. 

And while he is convinced that 
Mr. Hope never was very closely 
associated with Chevrolet in the 
public mind, Mr. Minor intends to 
see that the high-rating comedian 
is tied in with Plymouth. This will 
start with the commercials on the 
Nov. 24 show. 

Mr. Minor feels that the busi- 
ness of tying in a tv star with his 
sponsor’s product—with believa- 
bility—is “all in the way it’s han- 
dled.” And he added: “We're just 
corny enough to think we can get 
across the idea that there’s no 


didn’t talk about how great Mer- 


Hope for Ford or Chevy.” # 


quiet 


For 3 Straight Years 
The TOLEDO BLADE 
Has Topped All Ohio 
Newspapers in 
GROCERY LINEAGE 


REPRESENTED BY: Moloney, Regan and Schmitt, Inc. 


| 


| 


IN THIS BILLION-DOLLAR-PLUS SALES EMPIRE 
WREX-TV is the KING SALESMAN 


e Over 250,000 TV Sets . 
—Serving over one million people 


Only VHF Station covering this Billion Dollar Market 


Well outside the range of Chicago or Milwaukee 
TV signals (90 Air Miles) 
Combined Rural and Industrial following makes it 
ideal for test campaigns 


There's real Sales Potential in REX-LAND 


represented by H-R TELEVISION 


g WREX-TV- Channel G3 nocuvons + ucieass 


. INC. 


CBS + ABC 
AFFILIATIONS 
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Big Day 
for the 
Big idea 


And especially it’s a big day for the advertising professionals, 
the ad manager and agency men, whose new ad plan gets launched today. 


There it is all wrapped up—sparkling and shiny, loaded with attention getters, gleaming 


with color and artwork, a dynamic sales story forcefully presented —okayed and ready to sail! 
There’s almost, as one ad manager put it, “a peace that passeth all understanding.” 


But not quite. Tomorrow comes the period, as there was before this one, of getting ideas 
for the next campaign, of selecting artwork, paper, printing, displays, audio-visuals and the 
thousand and one things that go into an effective advertising campaign. 


It takes a heap of “know-how and know-what” to turn out the volume of advertising which 
competition demands today. It takes a heap of keeping up with what’s going on in the field, 
with what’s available in advertising’s new products and services, with advertising’s new methods, 
new adaptations, new ways for getting results without wrecking the budget. And—as any of the 
professionals of advertising will tell you—there’s precious little time to do it. 


That’s why you'll find so many of your best prospects—who don’t have time to read all 

the technical journals, who can’t see all the salesmen who call, who can’t get away to all the 

° important meetings and conventions —turning every month to the publication which covers the 

waterfront for them, Adyertising Requirements. It’s the only publication of its kind, and it’s 
bringing them regularly—every month —what they need in 13 different areas of advertising. 


If you have a product or service which the advertising professionals should incorporate in 
the ad plans being launched next month or next year, tell them about it in the publication 
they read to keep up with the field, Advertising Requirements. It’s the clearing house of ideas, 
methods, products and services for those who steer the buying in the $3 billion field of 
advertising promotion, production and merchandising. 


Workbook of Aduortining & Cals Phowotion 


Published By The Publishers of ADVERTISING AGE 
= ond INDUSTRIAL MARKETING 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS @ 480 LEXINGTON AVENUE + WNEW YORK 17, PEW YORK 
1 Yeor (12 issues) $3 
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Adding the new room 


Painting, papering, paneling—it’s not only practical, but fun when everybody pitches in. Dad does 
the heavy work —the kids are good helpers— but Mother is usually responsible for the important job 
of planning the whole project and making the buying decisions. Again, Togetherness leads to a whole 
chain of multiple purchases by the woman for her family. 


The magazine of Togetherness, reaching more than 5,000,000 families... 
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